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Proofs 


Results of the typographical 
ympetition of N. W. Ayer & Son 
ht to be extremely gratifying 
» descendants of that great Ital- 
pn printer, Giambattista Bodoni 
1740-1813). 
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Gladys the beautiful receptionist 
ys the principal difference be- 
yeen a commercial arist and a 
ne artist is that the fine artist 
nt do his painting over even 
please the account executive. 


v - v 

A picture of a ravishing young 
ow adorned a recent cover of 
arm Journal, and most people 
reathhed a gusty sigh of relief 
en they found out her name 
asn’t Elsie. 


. an, a 
Metropolitan Group tells an in- 
resting story of how little Betty 
nd her grandfather read the 
mics together, only by the end 
{the story her name turns out to 
be Barby. 
v 
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C. E. McKittrick has been ap- 
binted assistant advertising man- 
ger of the Chicago Tribune, and 
he news would have been much 
re intelligible if they’d simply 
alled him Red. 
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‘You can’t brush off the dual 
ature of sex,” belligerently as- 
erts the American Magazine. 

Who wants to? 


+ = F 


News from France indicates that 
idio will be a government mon- 
oly, with no commercials. After 
hat they’ve been through the 
five years, Frenchmen just 
an’t take it. 
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Some of those Lord Calvert 
hodels who protested because they 
ant get cases of whisky proudly 
nnounced that they drink Scotch. 


_ they only mean that they 
sed to. 


Refailers Salute 
United Nations 
Confab with Ads 


Little National 
Promotion Geared 
to S. F. Sessions 


San Francisco, April 26—The 
United Nations Conference has 
turned San Francisco into a tem- 
porary madhouse and focussed the 
world’s attention on this metropo- 
lis, but it hasn’t caused too much 
of a_ stir in local advertising 
circles. 

In fact, advertising’s new-born 
extension into the realm of pub- 
lic affairs is more notable here for 
its lack than its presence. There 
has been a moderate amount of 
local advertising of the type one 
would expect when a _ super-im- 
portant assemblage meets in the 
home town, but there has been 
relatively little national advertis- 
ing keyed to the conference here, 
or apparently in other cities. 


Carries ‘Welcome’ Ad 


Aside from the American Air- 
lines ad which welcomed the dele- 
gates in five languages and ap- 
peared in 20 papers in San Fran- 
cisco, Los Angeles, Chicago, Wash- 
ington, New York and Boston, and 
the “First Day of School” ad of 
International Business 
Corporation, which appeared 
widely, national advertisers seem 
to have decided that the confer- 
ence would have to open without 
their special attention. The IBM 
ad ran in full-page space here, 
and in smaller space elsewhere. 

Retailers, however, tied up with 
the opening of the conference in 
many ways, and in many cities. 
Here St. Francis of Assisi was used 
to symbolize the work of the con- 
ference by at least two organiza- 
tions, Moore Clothing Company 
and Pacific Gas & Electric Com- 
pany. Copy was reverent in its 
—- in these and other local 
ads. 


Some Seek Business 


Welcome, Wold lighbri 


‘HELLO’ FIVE WAYS — American Air- 

lines welcomed delegates to the 

United Nations Conference with this 

newspaper message using five differ- 

ent languages. It ran in major cities 
last week. 


Surplus Board 
Gets 30 Ad Bids; 
RFC Mum on Plans 


Washington, April 26.—The Sur- 
plus Property Board, now part of 


Machines | 


| 
| 


the Department of Commerce, does 
not plan to choose an advertising 
agency to help it dispose of auto- 
mobiles, clothing, medical supplies, 
etc., before June at the earliest. 
Its officials reveal that about 30 
agencies have submitted bids for 
the job, with the deadline for re- 


So far officials have not begun 
studying the responses. 
RFC Hesitant 


The RFC, meanwhile, faced with 
the problem of disposing of capi- 
tal goods such as factories, ma- 
chinery, airplanes and communi- 


about its own advertising plans. 
It occasionally uses 
(Continued on Page 49) 


ceiving them to come Saturday. | 


A\NPA Bureau Raises 


$691,578 for Expansion 


ANPA Cites Gains 
in Waste Paper 
and Pulpwood 


William G. Chandler 
of Scripps-Howard 
Named President 


New York, April 26.—‘“‘Despite 
the critical shortages of newsprint, 
equipment and supplies, and a 
serious manpower shortage, the 
newspapers have continued to do 
that outstanding job without 
| which democracy would become 


fomong 9 declared Linwood I. | 


| Noyes, Globe, Ironwood, Mich., re- 
'tiring president of the American 
Newspaper Publishers Association, 
at the annual meeting here this 
week. 

Because of travel restrictions, 
the meeting—attended by only 53 
publishers — replaced the custo- 
mary annual ANPA convention. 

Mr. Noyes urged in the coming 
postwar years that ‘“‘newspapers 
and newspapermen should assume 
the offensive rather than the de- 


ing the press.” 
Chandler Named President 


Howard Newspapers, New York, 
was elected president, and David 
|W. Howe, Free Press, Burlington, 
| Vt., was named vice-president. 
|Norman Chandler, Los 

| Times, was reelected secretary and 


| 


reelected treasurer. 


(Continued on Page 50) 


Brooks and Bernard 
Are Named Sales, 
Retail Chairmen 


New York, April 26.—Subscrip- 
tions totaling $691,578 are now 
“in sight” for the expansion plan 
of the Bureau of Advertising, 
American Newspaper Publishers 
Association, Roy D. Moore, Brush- 
Moore Newspapers, Canton, O., 
‘chairman of the committee in 
charge of the bureau, announced 
this week in its annual report. 

This figure, Mr. Moore added, 
“includes an_ estimated $20,000 
provided by publishers’ represen- 
tatives and 
$10,500 to be 


|fensive in dealing with those crit- | 
ics who deride the job the press! 
has done and who twist and mis- | 
interpret public thought concern-| members have approved the ex- 
| pansion plan in its original form, 
| while 265 papers that were not 


William G. Chandler, Scripps- | 


Angeles | 


| Edwin S. Friendly, New York Sun, 
cations equipment, is keeping quiet | 
| New directors are E. M. Antrim, 
newspaper | Chicago Tribune; JS Gray, News, 


subscribed by 
the Canadian 
Daily News- 
paper Associa- 
tion Bureau of 
Advertising. A 
number of 
principal news- 
papers that for- 
merly support- 
ed the bureau 
are confidently 
expected to re- 
new their support ... so that 
the committee feels that the $750,- 
000 minimum budget mentioned 
will be reached shortly and sub- 
stantially exceeded thereafter. . . 


Don Bernard 


Approve Original Plan 
“To date 487 of our 523 U. S. 


members agreed to join. Ap- 
proval of the modifications sug- 
gested in the plan by the commit- 
tees on Feb. 24 has already been 
obtained from 473 original mem- 
bers and 252 new members.” 
Irwin Maier, the Milwaukee 


| Journal, chairman of the expan- 


sion committee, indicated that 
more than 950 newspapers in the 
United States and Canada would 
be enrolled in the program. 

Don Bernard, advertising direc- 
tor of the Washington Post, has 
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and/or business managers of 
newspapers.” Retiring under the 
new setup are Mr. Manz and Rob- 
ert K. Drew, Milwaukee Journal, 
representing the NAEA; A. J. Irvin 
and J. Donald Scott, representing 
the Newspaper’ Representatives 
Association of Chicago, and Frank 
H. Meeker and Herbert W. Mo- 
loney, representing the Newspaper 
Representatives Association of 
New York. Frank G. Huntress, 
San Antonio Express, and S. R. 
Winch, Journal, Portland, Ore., 
have resigned, 

A new tenure of office plan for 
members of the committee in 
charge will go into effect on May 
1. Appointed for the new com- 
mittee are: For one year: David 
B. Plum, Troy Newspapers; F. I. 
Ker, Spectator, Hamilton, Ont.; 
Frank E. Tripp, Gannett News- 
papers; James G. Stahlman, Nash- 
ville Banner; Edwin S. Friendly, 
New York Sun, and Fred Schilplin, 
Times, St. Cloud, Minn. 


Adler Appointed 
For two years: J. O. Adler, 
New York Times; Norman Chand- 
ler, Los Angeles Times; Robert B. 
Choate, Boston Herald-Traveler; 


J. D. Gortatowsky, Hearst News- 
papers, and Lee P. Loomis, Globe- 
| Gazette, Mason City, la. 
| For three years: P. L. Jackson, 
| Portland Journal; Mr. Slocum; 
Mr. Moore; Mr. Maier; Samuel H. 
Kauffmann, Washington Star; 
/Buell W. Hudson, Call, Woon- 
| socket, R. I., and J. G. Meilink, 
| Cleveland Press. 
| Members who have not hereto- 
|fore served are Messrs. Choate 
and Meilink. Two others will be 
added to the two-year and three- 
year classes, respectively. 

In retiring from the vice-chair- 


| manship, Mr. Chandler also re- 
tired from the committee in 
charge. 


National Linage Off 


Although newspapers lost na- 
tional advertising linage in the 
last year, due to the paper short- 
age and to the fact that many 
major classifications were “frozen” 
by the war, the committee in 
charge of the Bureau of Advertis- 
ing said, industrial public relations 
advertising in newspapers now 
totals $17,000,000 annually. 

The bureau currently is con- 


centrating sales efforts on 362 ac- 


counts which represent 70% of the | 
Bu- 


national advertising volume. 
reau presentations, such as ‘More 
Women Readers Per Dollar” and 
“Industry and Public Opinion,” 
helped to create new business. The 
committee recommended expand- 
ing the scope of the Continuing 
Study of Newspaper Reading, fi- 
nanced by the bureau and con- 
ducted by the Advertising Re- 


|search Foundation. 


Through the War Advertising 
Council, the bureau has cooperated 
with government agencies in va- 
rious home-front campaigns. 

Present members of the NAEA 
retail committee, besides Chairman 
Bernard, are: George G. Steele, 
Philadelphia Evening Bulletin; J. 
T. Griscom, Nashville Banner & 
Tennessean; Robert A. Wolfe, Day- 
ton Daily News; Tom J. Turner, 
Spokane Spokesman-Review; Au- 
brey F. Murray, New Orleans 
Times-Picayune; W. H. Moore, 
Detroit News; Charles J. Davis 
Jr., Providence Journal-Bulletin; 
George Grinham, St. Louis Globe- 
Democrat, and Mr. Manz. Five 
new members will be appointed 
soon by President Manz of NAEA. 

The retail committee under 


a * 
D ixie spreads over a rich Yankee 


market by consistently using The 


Courant, the newspaper that covers 


the percentage of local advertising 


placed in fhe Courant. 


Nationally Represented by 


Gilman, Nicoll & Ruthman 


the entire Hartford area. The Courant 


has been influencing Yankees for over 


180 years. And in the last 


THE 


four years 


alone, Hartford retailers have doubled 


A CONNECTICUT INSTITUTION 


HARTFORD 


SINCE 1764 


Saas 7 


Chairman Bernard will be re- 
sponsible for organization and 
operations of the retail department 
of the expanded Bureau of Ad- 
vertising. Plans are already under 
way for operation to be started 
in the next 60 days. Chairman 
Bernard will issue a statement re- 
garding plans in the near future. 


Sentinel Names 
Garrison; Asks 
for FM License 


Evanston, Ill., April 26.—Sen- 
tinel Radio Corporation, peacetime 
manufacturer of the full line of 
Sentinel radios, has appointed W. 
W. Garrison & Co. to handle its 
consumer advertising, largely 
dropped by Sentinel since it went 
into war production to make 
Handy Talkie radio sets. 

The company has been adver- 
tising recently in about 10 radio, 
appliance and retail trade pub- 
lications to inform dealers that it 
will reconvert when possible to 
production of a full line of port- 
able, table and other radio sets. 
The ads say the new models will 
be built according to preferences 
expressed by 12,000 dealers the 
company has contacted. 

Last winter the company spon- 
sored news analyses by John W. 
Vandercook over the full NBC 
network, and it continues to ad- 
vertise institutionally in farm pub- 
lications, about its only consumer 
advertising during the war. 

Recently the company an- 
nounced plans to build a new FM 
station in Evanston, to serve a 
radius of 20 miles and a popula- 
tion of 1,500,000 north of Chicago. 
Application is being filed with the 
CC. 


Norwich Elects 

Oliver W. Benedict, vice-presi- 
dent and general sales manager 
of Norwich Pharmacal Company, 
Norwich, N. Y., has been elected 
a director. Joseph T. Lewis, mer- 
chandising manager, has been 
named a vice-president. 


Moreton Joins F&S&R 


Philip E. Moreton, formerly 
with the copy staff of Rickard & 
Co., has joined Fuller & Smith & 
Ross, Inc., both of New York, in 
a similar capacity. He was pre- 
viously advertising and publicity 
manager of Sperry Products, New 
York. 


Adds Radio Accounts 


Eisenberg & Tickton, Woon- 
socket, R. I., has appointed Ad- 
vertisers’ Service Company, Paw- 
tucket, R. I., agency, and has con- 
tracted for a transcribed radio 
show, “Let’s Take a Look in Your 
Mirror,” to be broadcast three 
nights weekly over WFCI, Paw- 
tucket. Builders Specialties Com- 
pany, Pawtucket, has named the 
same agency and will sponsor a 
news broadcast six nights weekly 
for one year. 
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Compton Elected 
Four A’s Hecd 
by Mail Ballo: 


New York, April 26. _Riop, 
Compton, president, Compton A 
vertising, New York, has bed 
elected cha; 
man f th 
board of 4) 
Amer n 
SOCiation of 4 
Vertising Age 
cies for a o 


year term, g 
ceeding Ajj, 
L. Billings 
president, F 


' Ross, who he 
Richard Compton that po siti, 
for three tery 


presiden 
Young & Rubicam. The asgsog; 
tion reelected its secretary-tre, 
urer, John L. Anderson of y 
Cann-Erickson, and Frederije | 
Gamble, president. 
Directors-at-large, elected ; 
three years, include Mely; 
Brorby, Needham, Louis & Bror} 
Leo Burnett, Leo Burnett (Co 
pany, and Henry M. Stevens | 
Walter Thompson Company ( 
elected). Six other directors. 
large continue in office throy 
1946 and 1947 terms. 
Directors representing counc 
include: New York, Robert ] 
Lusk, Benton & Bowles; New Ep 
land, Donald D. Douglass, Harol 
Cabot & Co.; Atlantic, Norman W 
Geare, Geare-Marston, Philadel 
phia; Central, 
Foote, Cone & Belding, Chicag 
Pacific, H. E. Cassidy, McCart 
Company, Los Angeles, 


Don Lee Buys Site 


Site for a permanent home f 


KHJ, Hollywood, and the Holly 
wood headquarters of the Don Le 
and Mutual Broadcasting System 
has been purchased by Don Leg 
The network has acquired title t 
90,000 square feet on Vine St 
from Homewood Ave. to Fountail 
Building will begin as soon as ma 


terials are available. 


Issue Peace Documents 


WEEI, Boston, has 
prints of President 
Four Freedoms 
lantic Charter, and the Dumbart 
Oaks proposals, ] 
“Basic Documents of the Peace 


issued re 
Roosevelt’ 


with a foreword by Irving T. Me 


Donald, WEEI news analyst. 


Medical Art at Yale 


Modern Medicine, Minneapoli 


will conduct its medical art shov 


at Yale University’s school 


medicine May 20 through June 4 


The exhibit features outstandl 


examples of medical art by lead 
ers in the field and is being show 


over the country. 


Ee 


over 26 times a month 
a trip... 
cards and posters... 


"Your Subway’s Waiting, Sir” 


“Yes, he’s like 9 out of 10 New Yorkers—from 
the “‘Ritz-Bilt” or ‘‘Joe’s Diner’’—uses subways 
... averages 23 minutes 
. plenty of time to see and read car 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency...the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc 


630 Fifth Avenue, New York 20, N. Y. 


Fairfax M. Coné 


speech, the Atg 


in a_ booklet 
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Young women, women with the best years of life 


Chica still ahead of them... young women, with young, 
active families, whose brand habits are still in 
the process of forming... these are advertisers’ 
home best bet for postwar. 
1e Holly 
| Dos (4 But how and where to reach them? Not by tens or 
Don Le dozens, but by millions and millions? How to hand- 
acy! pick the better ones—the ones who will have the 


Fountait 


pee most to spend, after the war, in cold cash and 


war bonds? 


nents Not all manufacturers know that the “‘younger 
‘sued re ; ‘ ‘ . ; 
pascal housewife” segment of the big Wage Earner market 
th Aw « : 4 r a .4 Dns . ‘ > 
a can quickly, easily and efficiently be segregated. 
book For, on the eve of the biggest brand race in history, 
e react . . . . 
2 T. Me a whole vital segment of the nation’s magazine 
ae a | = 7 nae ee ee press is devoted entire/y to telling this younger 
a en doe, et oe \ “Roomier refrigerators! | mean for a four-room ‘ » shines @ eds : j > 

eo 20 what | want most leon electric disherash epertment like ‘ours. The’ standard size Wt ian't big woman the things she needs to know in order to 
mneapol ind @ brand new stove to shut itself off with amin 7 for our immediate needs—and when we wo live better and more happily. 
hen . e - . " bent isn't : ) enough.” . . ‘cc , 
1 June 9 : This segment is “‘Leading Women’s Groups” — 
tstandir 


whose 10,000,000 combined circulation reaches 


by lead 
nearly every one of these “prospects preferred.” 


ng show 


84% of Group magazine readers live in urban areas 
where most money moves. 


More than half of them have children. 


4 out of 5 are in the best buying years—under 35, 


And among all women’s groups, Macfadden Women’s Group 
represents your first, most logical choice. Macfadden pioneered 
the group field, discovered for itself and the publishing industry 


the techniques that best make these young women react. 


No wonder that linage records show an all time high for thts 


“tailor-made” Group! 


REACH YOUNGER WOMEN WITH WOMEN’S GROUPS 
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New Reconversion 
Price Rules Ready 
Soon, Bowles Says 


Washington, April 26.—OPA 
Administrator Chester Bowles told 
a press conference today that he 
will be ready to announce his 
methods for pricing reconversion 
goods in about two weeks. The 
OPA plan now is being circulated 
among other federal agencies. 


|Mr. Bowles added, he could bring 
|forward valid ideas for pricing im- 
mediately. 

The current plans show a great 
|improvement over those worked 


jout last fall, the OPA chief as- | 


|serted. In particular, the five in- 


|tervening months were used to ac- 


cumulate the cost information on 
which the pricing rules will be 


| based. 


Mr. Bowles has never indicated 
how much emphasis will be given 
to distribution costs in setting re- 
conversion prices. 


|reconversion prices must not be 
|set so high that they will attract 
|companies still needed in produc- 
'tion against Japan, away from 
| vital war work. 


Names Rickard 


Rickard & Co., New York, has 
been appointed advertising coun- 
sel by the Gummed Industries As- 
sociation, a group of 32 manufac- 


|turers of gummed products. Mar- 
‘ket studies are being conducted 
Among Army | now to be followed by a promo- 


Should V-E Day come at once, | men, there is a strong feeling that | tional campaign of national scope. 


To Sorg Sales Post 


John A. Owen, member of the 
sales organization of Sorg Paper 
Company, Middletown, O., has 
been appointed sales manager of 
the company’s new resin products 
department. 


To Evans Associates 


Evans Associates, Chicago, has 
been named to handle advertising 
and sales promotion of the Enco 
Mfg. Company, Chicago, manu- 
facturer of turret lathes. 
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Send For This Booklet 


preter three years of unprecedented 
shipbuilding, American shipyards again in 
1945 are engaged in a huge wartime construc- 
tion program. Thinking and planning are in 
progress, too, for the post-war era. After the 
war, constructive maritime planning and the 
maintenance of the present vigorous national 
merchant marine policy will provide a sound 
basis for an unusual measure of peacetime pros- 
perity for the American shipbuilding, ship 
operation and ship repair industries. 


A descriptive market booklet entitled “1945 
Shipbuilding Market,” prepared by the pub- 
lishers of Marine Engineering and Shipping 
Review, outlines some of the current thinking 
on post-war prospects for shipping and ship- 
building in the United States, and presents facts 
and figures regarding the current shipbuilding 
program. It provides timely planning informa- 
tion to help you in your marine selling. 


If you have not yet received your copy, you 
may obtain one upon request, without obliga- 
tion, from our office nearest you. Write for your 


RS a 


| has been elected president. 


IT'S A TOUGH ROAD TO Tov 19 
SPOmsOU's wamt ame aeoers 


HOW TO 'GET' THE GUMBA 
part of "The Job Ahead—Japen” can. 
paign, the War Advertising Counc; 
has sent a proof book of ads for loc, 
sponsorship to every daily newspape; 
in the country. One of the serie; 
which the council calls “perhaps the 
most important advertisements’ it ha, 
prepared, tells of Japan's Gumbats, 
The Gumbatsu is like Germany's Ge;. 
tapo in its functions, but is "far more 
deeply ingrained” in all Japan's 79. 
000,000 people. 
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Earnings of Top 
Radio Executives 
Reported by FCC 


Washington, April 26.—Top ex. 
ecutives of the four major radi 
networks and their 10 key station; 
earned on the average $443.42 fo 
the week starting Oct. 15, 1944, ac. 
cording to data just released by 
the FCC. 

For all networks and stations 
average earnings of the top execu- 
tives were $158.99. For the major 
stations, program chiefs earned 
$180.63 and publicity men $147.63 
while for all stations respective 
earnings of the groups were $80.35 
and $90. Major stations’ outsid 
salesmen earned $128.56, compared 
with $99.23 for all stations. Pro- 
motion and merchandising mer 
earned $52.26, against $50.75 for 
all stations. 

The FCC tabulation gives th 
figures for stations classified geo- 
graphically and according to siz 
measured in power used. 


Extend Scope of 


Radio Service Survey 

FCC and radio industry official § 
agreed last week to expand th 
scope of their contemplated sur- 
vey of radio service outside the 
regions covered by the large sta- 
tions. The survey, which wil 
entail the polling of listeners, wi! 
be handled by the commission, the 
Department of Census and the De- 
partment of Agriculture, whic! 
has a staff of interviewers. The 
industry will share in the cost. 

Questions include whether any 
radio service is received, whethe! 
the service is satisfactory, and any 
recommendations for improvemen! 
The final question relates to hour 
and kinds of programs that ar 
broadcast. 


Joins Cocktield, Brown 


David V. Lawrie, formerly sUu- 
perintendent of the printing and 


lithographing division of mp- 
son-Matthews Ltd., Toronto. hi 
joined the Toronto product de- 


partment of Cockfield, Br 
Co. 


Bruce Named Preside"! 
Oliver S. Bruce, since 194 

Baker, es 

pr nter 


eral manager of 
Hausauer, Inc., Buffalo 
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Does your Advertising make i 


joo many SLLER SUM PES ? 


Advertising often has the fault of other sales- 
men—not enough attention to small towns. 
These days, because of slow shipments and 
infrequent calls by salesmen, merchants in 
the smaller places often think they are not get- 
ting enough cooperation from their suppliers. | 

Since 56 percent of the retail outlets of the 
U.S.A. are in towns of less than 25,000 popu- 
lation, the good will and confidence of this 
market is a prize worth cultivating. A growing 
number of national advertisers are demon- 
strating belief and interest in small towns, 
and the people who live in them, by advertis- 
ing in PATHFINDER. 

Published weekly for thinking people in 
small cities and towns, PATHFINDER has a 
large portion of its circulation among the 
merchants on Main Street. Your advertise- 
ment in this vigorous news magazine is an 
effective way of making frequent appreciated 
contacts with small city dealers and their 


customers. 


GRAHAM PATTERSON, 
Publisher 


PATHFINDER 


PATHFINDER BUILDING +* WASHINGTON, D.C. 


ADVERTISING OFFICES 
Philadelphia, 230 W. Washington Sq. ¢ New York, 420 Lexington Ave, 
Chicago, 180 North Michigan Ave. ¢ Detroit, General Motors Bldg. 
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National Widens 


Effort fo Presell 
Pressure Cookers 


Eau Claire, Wis., April 26.—De- 
termined to be in the best pos- 
sible shape when the go-ahead sig- 
nal is finally flashed on its cookers, 
National Pressure Cooker Com- 
pany is launching a third pre- 
selling advertising campaign, with 
a budget expanded considerably 
over 1943 and 1944. 

Full, two-thirds and half-page 
advertisements in both color and 
black and white are scheduled for 
American Home, The American 
Weekly, Better Homes & Gardens, 
Good Housekeeping, House & Gar- 
den, House Beautiful, Ladies’ 
Home Journal, McCall’s, Parents’ 
Magazine, This Week, and Wo- 


man’s Home Companion. 
Copy stresses the company’s 
Presto cooker, with mention of 


the larger National pressure cooker 
in small panels, and emphasizes 


| the scientific research behind 


Presto, as well as its value in 
tenderizing meats that may not be 
up to the housewife’s usual stand- 
ard. Each ad offers a free book- 
let, “Your Best Kitchen Helper, 
a Presto Cooker.” 


Use Double-Keyed Copy 

Third-page advertisements in 
one and two colors in the farm 
press are devoted both to the 
Presto cooker and the National 
pressure cooker, and an _ inter- 
esting “product interest” device is 
used in these ads, through the use 
of separate key numbers for the 
booklets describing each product. 
In this way the company hopes 
to get an indication of the rela- 
tive interest in the saucepan 
cooker and the larger type, which 
can be used for canning as well 
as cooking. 

The farm copy is appearing in 
Capper’s Farmer, Country Gentle- 
man, Farm and Ranch, Farm Jour- 
nal, Holland’s, Household, The 
Farmer, Nebraska Farmer, Prairie 
Farmer, Wallaces’ Farmer, Wis- 
consin Agriculturist, Dakota 
Farmer, Progressive Farmer, 
Southern Agriculturist and Suc- 
cessful Farming. 


Nog 


Business papers, technical pub- 
lications and direct mail are also 
being used extensively. 

Melamed-Hobbs, Inc., Minne- 
apolis (which was The McCord 
Company until this week), is the 
agency. 


NPA to Meet in June 


Institutional Ads 


Can Sell Product, 
Says Paul West 


New York, April 26.—The great- | 


/est challenge to confront business 
|and advertising leaders is to use 


National Publishers Association | advertising as a vital economic and 


will hold a one-day midsummer 
conference June 12 at the Wyka- 
gyl Country Club, New Rochelle, 
N. Y. Main topics for discussion 
will be postal rates, the paper sit- 
uation and manpower. 


‘Knapsack’ Taking Ads 

The AYH Knapsack, official or- 
gan of American Youth Hostels, 
Inc., is accepting advertising ef- 
fective with the May 15 issue. 
Page cost on a one-time basis is 
$125. Net paid circulation is 15,- 
000. 


To Michel-Cather 


John H. Graham & Co., New| 


York, general sales agent for Grif- 
fin hack saw blades and other tools, 
has appointed Michel-Cather, Inc., 
New York, to handle advertising. 


|social force in securing freedom 
land preserving the democratic 
|way of life, Paul B. West, presi- 
|dent of the Association of National 
Advertisers, told the New York 
chapter of the American Market- 
ing Association today. 

“American enterprise and know- 
how genius will, to a very large 
degree, have to shoulder the re- 
sponsibility for the job uf recon- 
struction and peace as it did in 
contributing to winning the war,” 
he said. ‘The advertising method 
is the most effective method ... 
ever devised for informing the 
people of a nation and for induc- 
ing them to act in their own en- 
lightened self-interest.” 


Cites Westclox Ads 
Pointing to the Westclox Big 


Ben advertisements during the 


daily on the front page of Chicago's most widely read 


Adaplatilils 


= WE 


ey LEE 
F\ AN AMERICAN }{ PAPER L FOR }— BL [II\\s THE AMERICAN J*( PEOPLE ir 


CHICAGO 


il Like the well-adjusted individual, the really great news- 
paper is the one easily and quickly able to conform to | 
new and unusual circumstances. Since emergencies are 
| commonplace in a newspaper office this characteristic of 


1] adaptability is of paramount importance. 


EVENING AND SUNDAY 


A HEARST NEWSPAPER 


To more than half a million readers, this symbol published 


| evening newspaper, assures the utmost in adaptability to 


the rapid changes of each history-making hour. 


Nationally Represented ty HEARST ADVERTISING SERVICE 


ATLANTIC'S 75TH—Atlantic Refining 
Company, Philadelphia, is placing 4) 
1,100-line insertion in daily newspaper 
to call attention to the 75th annive, 
sary of its incorporation on April 2 
1870. N. W. Ayer & Son, Inc., handle 
Atlantic advertising. 


past three years, Mr. West shows 
that the continuation of subst; 
tially the same volume of ady 
tising during the war _ increas 
public reaction, despite the f 
that no product was available 
“This ... is a good illustrati 
of a type of public relations a4 
vertising that we shall see a gre 
deal more of in the future,” he sai 
“It is the best type of advertisi 
because it profits all around 
benefits the nation by providin 


information to the people during 
time of vital need; it builds goof 
will and prestige for the company 


that will be invaluable during t 
period of reconversion; it mai 
tains brand consciousness and a 
ceptance among all customers an 


prospective customers; it helps all 
industry by demonstrating tha 
business management is living uy 


to its social and economic respo1 
sibilities.” 
General Foods Signs 


Burns and Allen 
General Foods Corporation, Ne 


York, has signed Burns and Alle 
current ‘Frank 
House Coffee 


to replace the 

Morgan Maxwell 
Time” program beginning Sept. ? 
The pact will run for five yea 


and marks the return of the come 
dians to the GF fold after almost 
In 1937 they wer 


seven years. 
on NBC for Grape Nuts. 
The program, heard 


8:00 p. m. EWT, will continue | 


be sponsored by Maxwell Hous 
coffee, and will be in the usual 
pattern, with 


Burns and Allen 

guest stars. 
Benton & Bowles, 

York, is the agency in charge. 


BMB Leases NY Office 


The Broadcast Measurement 
Bureau has leased office space @ 
270 Park Ave., 


opening of headquarters and st 
of operations will not get und 


way until next month. ariou 
committees and the BMB oa! 


will meet May 3, after whi' 


definite plans will be announced 
A change in representation on We 


board from the Association of Né 
tional Advertisers has been Tr 
ported with the election of Low" 
H. Crites, media director 0! Ge! 
eral Mills, replacing A. N. fialve” 
stadt, media director, Pro:'er 


Gamble Company. 


P was h COMPE7;; Op 
4 


over te 


full NBC network, Thursdays # 


Inc., New 


New York, but 
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1. Los Angeles Herald & Express . 324,642 


ee 


Portland Journal . . . . . 166,266 


LOOK-it’s 
number 


Seattle Times . . . 


164,262 


Honolulu Star-Bulletin 151,069 


In the Pacific Coast marketing 5. 
area there are only 7 evening news- 
papers published 6 days a week 
...with circulations.over 100,000. 


In 1941— before Pearl Harbor 
—the Star-Bulletin was number 
11 among Pacific area 6-day eve- 
ning newspapers. And now it is 


NUMBER 4 on that list. That’s 


why we say — 


-yP HAWAI; 
- aD ont 
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San Francisco Call-Bulletin . . 148,352 


6. San Francisco News ... 


. 139,720 


7. Oakland Tribune . . . 132,254 
(Los Angeles News—an all-day paper is omitted) 


Circulation figures are ABC statements — July 1 through September 30, 1944. 
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AgP Accused of 
Setting Up Dummy 
Units fo Get Fees 


Danville, Ill., April 26.—Largely 
through introduction of company 
records, the Department of Jus- 
tice continued this week in the 
trial of its suit against the Great 
Atlantic & Pacific Tea Company, 
to insist that A&P used discounts 
and refunds of advertising and 
brokerage fees to undersell com- 
petitors and to monopolize trade 
in violation of the Sherman Anti- 
Trust Act (AA, April 23). 

Late last week the government 
introduced exhibits to show that 
A&P had set up brokerage agen- 
cies through which it would buy 
food, in order to collect broker 
fees from its suppliers. Govern- 
ment attorneys assert that Swift 
& Co. in 1932 refused to pay the 
brokerage fee and that A&P offi- 


cials at first decided to notify | 


|Swift that unless it paid the fee |ten by an official of Quaker Maid 


| it would lose its $25,000,000 an- 
/nual meat business with A&P and 
subsidiaries. 

Feared Meat Institute 


| Other exhibits, in the form of 
\letters written by A&P officials, 
indicated that A&P decided not 
to withdraw its business from 
Swift lest it get into a fight with 
the Institute of American Meat 
Packers, now the American Meat 
Institute, of which Swift was and 
is a member. 

Over protests of the defendants’ 
attorneys, government counsel in- 
troduced charts to show that A&P 
at times had a “kitty” as high as 
$6,000,000 which it had built up 
entirely as “an account for bro- 
kerage and discounts of various 
types received by the chain from 
manufacturers.” 

In an attempt to show that 
A&P has regulated wholesale 
prices to meet competition in va- 
rious areas, government attorneys 
introduced more than 50 letters 
centering about the officials’ efforts 
to arrange special wholesale prices 
on A&P manufactured items in 
states with laws against unduly 
low markups. One letter writ- 


| 


Company, an A&P subsidiary and 
one of the defendants in the trial, 


|indicated that Quaker Maid re- 


duced the wholesale price of 
Sparkle, a gelatin product, by two 
cents a dozen so that Sparkle 
could be sold at three packages 
for 10 cents in Connecticut and 
remain within that state’s fair 
trade law which requires a 2% 
wholesale and 6% retail markup. 


A&P Files Reply Brief 


Other A&P officials were shown, 
in letters placed on record, to have 
said at various times in the ’30’s 
that “there is no concern with a 
smaller markup than A&P”; “the 
merchandise sold through our 
supermarkets is sold as low as and 
in many cases lower than the av- 
erage wholesaler sells to inde- 
pendent retailers,” and that A&P 
should charge lower prices on na- 
tionally advertised brands in order 
to compete with “leader” sales 
of similar items in independent 
stores. 

A&P filed a brief with the court 
this week, for itself and its 28 sub- 
sidiaries and officials also on trial, 
in defense of its price record. The 
brief, a reply to an earlier govern- 


ment brief, contends that A&P | 
business tactics have brought} 
added life into the food retailing | 
business. 

Admitting A&P sales rose from 
$440,000,000 in 1925 to $1,440,- 
000,000 in 1942, the brief pointed 
out, however, that net profits had 
dropped from 3% in 1925 to 14% 
in 1942—proof, it said, that the 
benefits of increased sales were 
passed on to the public in the 
form of lower prices. 

“The facts are that A&P never 
did more than 11.6% of the total 
retail food store business in the 
United States, and that was in 
1933,” the company said. “Its per- 
centage has declined since that 
day, and in 1944 was only 7%.” 

Frank W. Gundrey, assistant to 
the vice-president in charge of 
purchases of A&P, called today 
as a government witness, admitted 
that Lever Bros. Company and 
Procter & Gamble paid A&P 
$649,416 between April, 1940, and 
September, 1941, as an advertising 
allowance to promote the sale of 
their products. He testified, how- 
ever, that the two soap companies 
granted similar allowances to 
other customers and that such 
practices are common. 


Advertising Age, April 3) 1, 
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DRUG STORE COWGIRLS — Unites 
Cigar - Whelan Stores Corporatio, 
New York, is departing from the old. 
style cluttered ads promoting th 
products on sale with these curren 
full-page newspaper ads highlighting 
Walter Thornton models, showing hoy 
the "Pin-Up Girl" uses cosmetics. The 
girls are the same as those Thornto, 
sends to servicemen requesting pin-yp 
photos. Account is handled direc 


West Coast Socon 
Dealers Air New 
Program May | 


Los Angeles, April 26.—Thirteey 
CBS Pacific network stations wil] 
be used beginning May 1 for a new 
program being sponsored by inde. 
pendent Socony-Vacuum Oil Con. 
pany dealers on the Pacific Coast 

The show will be based on dra- 
matic previews of motion pictures 
of the future—the idea being to test 


film studio story material for audi- 


/ence reaction prior to beginning 
| film production. Smith-Drum, Los 
| Angeles agency handling the pro- 
|gram, reports that film star Ott 
| Kruger will m. c. the series. 

The radio show is part of an in- 
tensive radio, newspaper and out- 
door advertising campaign now 
|being staged following a recent 
|merger of an independent Gilmore 
oil dealer group with the Socony- 
Vacuum Mobilgas group. 

The enlarged Mobilgas grou 
| will thus be served by two rad 
programs, since “Informati 
Please” is sponsored by Soco! 
over NBC. Compton Advertising 
New York, handles the Socony ¢ 
count. 


Standard Brends Helps 
OPA Fight Black Market 


Standards Brands, Inc., Né 
York, on May 1 will pay for the 
time on WOR, New York, wht 
the OPA starts “Soldiers wit 
Coupons,” series dramatizing the 
government’s fight to hold prices 
in line, prevent inflation and ex- 
terminate black markets N 
products will be promoted an 
commercials will be limited 1 
opening and closing identificatio! 

Daniel P. Woolley, regional! ad- 
ministrator of the OPA, and a [0r- 
mer vice-president of Standal 
Brands, will present short talks ‘ 
each broadcast, Tuesday, 6:1! 5-6. 
p.m., EWT, and will disc the 
work of the OPA in its variou 
aspects. 

J. Walter Thompson Ci 
bought the time for the sh 


To Abbott Kimball 


| De De Johnson Original. » 
Angeles sportswear manuf iret 
has appointed the Abbott ‘im 
ball Company, Los 
handle its account. 


IT’S DONE WITH PICTURES 


New world a-comin’— over the television air. 


It calls for new techniques to interpret it. 


Our client, Farnsworth Television & Radio 
Corporation, is running such a campaign now. 


Advertising, even in wartime, reflects the char- 


acter of a business. 


N. W. AYER & SON, Inc. 


Philadelphia * New York « 
San Francisco * 


Detroit «+ 
Honolulu ° 


Chicago °* 
Hollywood * 


Boston 
London 


Ange 


The source of ©aily 
business new: -: 
the preferenc of 
management “en 
in the grea °st 
industrial aree .-: 
the central w 2st 
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‘First’ Aluminum 
Boxcar Runs Via 
Several Roads 


Chicago, April 26.— The ques- 
tion of who built and put into op- 
eration America’s first aluminum 
boxcar apparently isn’t settled yet, 
but Aluminum Company of Amer- 
ica and Great Northern Railway 
Company believe they can prove 
their priority. 

On the other hand, Reynolds 
Metals Company, Louisville, is 
going ahead with page advertise- 
ments in business publications re- 
lating how railroads have ac- 


i 
he fe 
tg, 


claimed the Reynolds - designed 
aluminum boxcar. Aligned with 
Reynolds are three carriers — the 
Rock Island, Minneapolis & St. 
Louis, and Chicago & Alton — to 
whom it recently delivered “the 
world’s first aluminum boxcars.” 


Challenged ‘First’ 


Although Reynolds is out in 
front with advertising, Alcoa and 
Great Northern cite a widely- 
circulated newspaper account last 
Nov. 22, telling about the “rail- 
way industry’s first boxcar with 
a complete aluminum exterior,” 
designed by Great Northern and 
Aluminum Company of America 
engineers. 

Reynolds claims that the boxcar 
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built by Great Northern in con- 
junction with Alcoa was designed 
as a plywood steel car on which 
aluminum siding was used. Rey- 
nolds says its cars are the first 
actually designed as aluminum 
cars in order to utilize fully the 
lighter-weight metal. It cites rail- 
way publication stories in support 
of its claim of “first” in the field. 

The Alcoa car, equipped for high 
speed express service on pas- 
senger trains, was built in the St. 
Cloud, Minn., shops of the rail- 
way company, where earlier in 
1944 Great Northern was said to 
have completed another pioneer- 
ing venture in building the first 
plywood - steel- lumber  boxcars. 
The Great Northern car, with more 
than 4,000 pounds saved in weight 
due to use of aluminum, has been 
operated more than 50,000 miles 
and reportedly has made an ex- 
cellent showing. Alcoa is using 
this testimonial in its first maga- 
zine copy promoting the car. 

The competitive car, according 


to Reynolds’ copy, is 9,000 pounds 


lighter than conventional all-steel 
boxcars. The Rock Island is 
planning to promote the Reynolds’ 
“first” in its own copy, while the 
Great Northern hasn’t decided 
whether to enter its claim, via 
the ad columns, to actual premier- 
ship. 


New Ontario Ad Club 

Members of the Royal Canadian 
Air Force at the Trenton, Ont., 
RCAF station, who plan to enter 
sales or advertising upon release 
from the service, have organized 
an advertising and sales club. 
Membership will be restricted to 
100 men at the station. R. G. Mc- 
Lean, formerly with Lever Bros. 
Ltd., Toronto, is president. 


Joins Etching Co. 

T. M. Lowe, formerly industrial 
advertising manager of Crane 
Company, Chicago, has joined 
Etching Company of America, 
Chicago, maker of advertising 
specialties. 


During the two-year period ending in January, a 


rise of 81.5% was registered by our overall aver- 


age Hooper. Yes, WSIX has more daytime listeners 


than any other Nashville station. Remember, too, 


that BLUE and MUTUAL listeners are the best 


spenders nowadays. So, with more and more of the 


million potential buyers in this area listening to 


WSIX it’s no wonder more advertisers are spending 


more of their radio dollars on WSIX!—the station 


where your advertising money talks louder. 
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GRAND FOR BRANDS—April Red. 

book includes this two-column brand 

quiz, arranged for by Brand Names 
Research Foundation. 


Maxwell House Slogan 
Winner Gets $5,000 


Mrs. Marion M. Humbert, of 
Syracuse, New York, was an- 
nounced April 19 by General 
Foods Corporation, New York, as 
winner of a $5,000 war bond for 
the best slogan submitted in the 
Maxwell House coffee “Good to 
the Last Drop” contest. The only 
prize winner in the contest was re- 
vealed on the Frank Morgan show 
on NBC. The winning slogan was 
not revealed for “legal reasons.” 
Agency is Benton & Bowles, New 
York. 


NBC Ups Friedheim, Seth 


Robert W. Friedheim, eastern 
sales and business manager of 
NBC’s_ radio-recording division, 
has been named manager of the 
division, and William R. Seth Jr. 
has been placed in charge of sales 
promotion and advertising activi- 
ties. 


WATCH INDIANA! 


Over 60°, of the people in 
INDIANA live in the smaller 


cities and rural areas 


markets such as those whose 
daily newspaper is a member 
of the 


INDIANA LEAGUE OF 
HOME DAILIES 


In these cities and the farm 


area surrounding them /0u 


les 
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will find excellent future 


nd 
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The National Week 


LEND-LEASING OF POSTWAR AID 


Industrial Assistance to France as Pattern of New U.S. Policy 


30-year payment period, 
with fow interest rates, 
to speed economic recovery 


The National Week 


aa 


for as long as three years after the end 
of the war with Japan. The type and vol- 
ume of shipments could be determined 
by the President. The Lend-Lease Ad- 
Wiuisboalion still bas lust 350 000 000. 


These can be bought for a 20 per cent 
down payment and annual installments 

for 30 vears at 24% per cent. interest 
Another $1,675,000.000 ig promised in 
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The National Week . 


clear preview of changes in 
the way of life that radio is to bring in the 
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COMING ERA OF TWO-WAY RADIO 


FCC's Announcement of Plan for Postwar Use of Walkie-Talkies 


By sportsmen. Fishermen, hunters, ex- 
ptorers need have no fear of becoming 
in touch with their 


lost 


They can keep 
i astad, 
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NEW HORIZONS FOR U.S. AVIATION 


Big Expansion Foreseen in Network of Long and Short Air Rout 


Head start for America 
in international field. Study 
of future flying controls 


The National Week 
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NEW BASE FOR CURRENCY? 
MEANING OF MONETARY FUND 


Importance of Dollar in Proposed International Fiscal Machinery 
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Special Report: 


U.S. 
| PLANS FOR POSTWAR FLEET ~ 


Storage of an emergency 
merchant marine. Price 
discounts for Americans 
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Putting the Missouri to Wo 


$4 


: and its power. Dovens of dams fer these 
Fast, Efficient Vessels as Factors in Peacetime 


purposes are to be built on the upper part 
of the river system. A few of the sites for 
these dams and the reservoirs that will be 
formed behind them are on the Missouri 
itself. Most are on ite tributaries, A key 


Congress in disogreement 
over controlling authority. 
Piecemeal development likely 


be included. Cargo-carrying capacity is the The Missourt ls: next g the grat 


same as that of Liberties, but they are 


" * Tiver systems that this country now plans — ctructi jected is the C EF. 
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Land Grab After the War? 
Conflicting Aims of Powers 


Colonial Trusteeships Proposed to Replace the League’s Mam y 


possessions of Germany and Turkey were 
allotted in trast to Britain, France, Japan, 
Belgium, South Africa, Australia and New 
Zealand, to administer under supervision 
hy the League of Nations. Now the old 
League is not functioning, and no new 
wor izati - 


All of these were former Gert 
in Africa. The provision was 
the power exereising the o 
obliged to grant economic eq 
area to other League members 
German colony of Togoland 


Ultimate independence 
of supervised areas as 
an American objective 


Big areas of the world now are in the 
wrocess Of being reshuffled. Slices of Ger- 


In no other single magazine does the 
busy business man get so compact a 
package of essential and usable in- 
formation 


Approximately some 500 specially prepared 
articles (comparable to the above) appear in 
The United States News in the course of a year. 


Essential articles on national affairs are 
practical guide posts —they indicate 
major trends that top management must 
en «+ 6 be ee ee ee eh oe 


That’s why the great majority of The 
United States News subscribers are 
in the top management brackets . . 


| Top management men study The United States News .. . 1 hat’s 


why 80% have the magazine sent to home addresses . . . that’s 
why 90% say they read it from cover-to-cover .. . that’s why a 
large majority of the subscribers vote it “THE MOST IMPOR- 


TANT MAGAZINE IN THE COUNTRY.” 
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Vast Power, Irrigation Project 


System of Dams, Reservoirs, Levees to Harness Turbulent River 


Boulder River, all tributaries of the Mis- 
souri in Montana 

More than a score of dams are planned 
on the Yellowstone, and half a dozen on 


the Big Horn, in Wyoming and Montana, 
Five more would be built far up on 
tributaries of the Republieay 


Colorado, Nebraska anc 


dams and their_p 


water wh 


that feed the 
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rin the 1930s, the Government 
Perit $1,250,000,000 on aid of various 
kinds in this droaght-stricken region 

By impounding waters of. tributaries 
agers the plan would 
» doubling the ar } 


Tresor meer ett 


=aeeeaur 


—~Ttiseerte ma 


e 


(200,000 GUARANTEE) 


The Direct Route to 


those who O.K. both 


corporate and family buying 


r 


1¢ Pr 
30 Rockefeller Plaza, New York 20, N.Y 


Daniel W lshle 


sident in 


* 


Charge 


Advertising 


The only publication of its kind 


* 


: , : ee sae ; = ; are Be ; i g . aa we = ares a : a i 
opine Oe SO ae = “J yea Ps F a 
sles : La eaten MSs eo —ssilgleem mi - = ; — ‘et as 
ot , . =, —_—- see eens = a - ot ae : ——_ ies : ré " * ia € A yen 
ceumghaleealseunepnnprvenepeervesenynctensernestoansinrienaieesentsanueesnnetnenerensnssrsislsiansesinnniaesienuasinnettisoniepaieninensnetenpsnnsssijesaittatssnenoniasittssnmeeatstomstaneiie \ rl 
ind =: ‘ 
ee % es 
a1 = EES 
a fed 
Po = 
re re . . 
= | aS aa aie 8 a - 
a > 
| * 
ss Pe s 
} ne ee NN > 
Fi Req ,* 
. wise ¥ 
may 
. count . 
is sal 7 
reer 
U P| ee | j f 
ACCOR] | 
f one t Oe EAR PR eae 
Oe ; er. 
"a a t 
i could ene nenennseeneeeeeteneeetee ener Rok t 
Lend. | is 
? Act." | % 
3 =F | = t ) 
2 7 can t ted ; 
ii %0 pact 7 . 
gourds h er 
o At 7" 
e . , 
| 4 ee a 
8 - f 
| in’ 
| | : 
. ; in Sai, 
n : rg i 
raise si tire, % 
Lend | Pee 
+ ode re ae : 
Good oo 
Sett and will “Gis : 
were routes. Tt Definite ——— ne => oe eee ee } ) 
— of all will be adf for the g ROTTS. Gee 
__ | He k wa’ SW eae eS aire 
gn = _ RENIN et WEST MONO COME san IR OE Si ae ‘ 
att i i: ; 
deseti - “TET MMAR ; 
Netos. ; vad ki he 
J is 46% ee oe 
2 | ¢ . Pas oA a se es mee 
4 i? os a : , athe asa 
tion i congress bi, — » be oe | Tear 
and 6 sales ard 3 gS Sey ek oe OF ick a , x x 
| quick to a re ae oa i =. » natura) de 
to | a at by Bn be measured in ie my 
C | ‘ thes ( ae ids ‘ he floods come % 
; | mt vest in _— ~~ : ; " 
‘ The publ Mies Sue ; a 2 i. 
course of |” Patien’ P ser 
» ae | asking m oe ie a y meg ; 3 4 
ma cor thats - = 5 a 6 eee Aas a] — = eS j aaa 
: ee . 
- 
| 5 | 
NA ' ; 
| . 
ple in 
maller 
- 
. a bie 
- ye 
whose a 
ember THE : = 
[nited © 
- fi 
OF | sdiliae > c 
: 4 eR ee 
o y ; [2 as 
. 
j / 3 
fi a 
et ., 
Miele 
a 
Ee Fe 
M AR ee | 
| =. 
thre: ; ST 7 : 
vu 4 
y 
— * | 
vr s , 
= : 
al a a - ss Neen nee ¥ 
; ci 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Trade Mark Registered in U. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, 


S. Patent Office 
INC. 


Member Audit Bureau of Circulations, Associated Business Papers, National | 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., 
York 18 (Br. 9-6431); 


Chicago I! (Del. 
1226 National Press Bldg., 
G. D. CRAIN, JR., President and Publisher; 

O. L. BRUNS, Vice-Presidents; 


1337); 330 W. 42nd St., New 
Washington 4 (Re. 7659). 


S. R. BERNSTEIN, C. B. GROOMES, 


Editorial Department: 
Editor. 


S. R. Bernstein, 


Editor. 
John B. Miller, Managing Editor. 
Murray E. Crain, Emily Hall, Doris Lawton, James McGuinn, Robert Murray, Jr., 
Robert Granitz, Betty Bates, Frances Jameson, Associates: 
Principal Cities. 


Lawrence M. Hughes, Executive | 


| 
B. G. REHM, Treasurer. 
Stanley E. Cohen, Washington Editor; | 


Correspondents in All 


Advertising Department: Charles B. Groomes, Advertising Director. 


Manager Sales and Service. 


Advertising Manager; J. F. Johnson. 

Bldg., Wm. Blair Smith, Manager. 

Bldg., Walter S. Reilly, Manager. 
S. 6. 


New York: Carl Doty, Eastern Advertising Manager; 
Maurice F. Lunn, T. K. Worthington, G. A. Ahrens. 
San Francisco (4): Simpson-Reilly, Ltd., Russ 
Los Angeles (14): Simpson-Reilly, Ltd., Garfield 

Ft. Lauderdale, Fla.: 
17th Ave. 


J. P. Dobyns, | 


Chicago: O. L. Bruns, Western 


Eugene A. Smith, 315 


Vol. 16, No. 18 


April 30, 1945 


10 Cents a Copy, $2 a Year 


In the Public Service 


There is a strong feeling among 
advertising men and women that 
the War Advertising Council, 
whose record of service during 
the past three years constitutes 
an important and inspiring chap- 
ter in the history of the business, 
should be continued after the war. 
By marshaling all the interests 
and facilities of advertising for 


the promotion of war objectives | 


on the home front, 


of all advertising interests, 


the council | 
has not only rendered a great|ing as to how the Council might 
service to the nation on behalf|be organized and financed to ac- 
but | complish 


man activity, have seldom had the 
support of advertising on the huge 
scale which it would be possible 
to provide, assuming that all ad- 
vertising interests approved the 
formation of an advertising sons 
for just such purposes. 

We are sure that James w.| 
Young, distinguished chairman of | 
the War Advertising Council, 
would welcome expressions from 
those in all branches of advertis- 


the greatest possible | 


thereby has won for advertising a| good for the whole country. As, 
la background for the normal com- | 


high degree of acceptance and ap- 
proval from government and the 
public. 

Because this represents a public 
relations job of prime interest and 
value to everyone who uses, cre- 
ates or sells advertising space, 
time or service, and because the 
opportunities for advertising in the 
field of public service are at least 
as numerous as those which have 
engaged the attention of many of 
the ablest people in advertising 
during the war period, the con- 
tinuation of the council after the 
war emergency has passed might 
lead us into an entirely new field 
of accomplishment. 

Public service objectives, 
whether in the field of health, 
education, citizenship, cultural de- 
velopments, social relationships or 
other important divisions of hu- 


Keep Up the Salvage Drive 


the | down to a bare minimum. 
obvious | 


The approaching end of 
European war ‘has the 
danger of making people 
that they can afford to let down 
their efforts in some 
war service. That is why special 
plans are being made to maintain 
interest and enthusiasm on all 
home fronts, including the Seventh 
War Loan drive which starts next 
month, 

Another 
not afford 
placency obscure the 
effort must be 
Papet 
critical 


because of the 


field in which we can- 
fact that full 
maintained is paper 
remains our Num- 
war material, 


salvage. 
and 
supply lines 
fighting 


ber One 

long 
sustain 

Pacific 


rements will 


which must our 


men in the theater, pape 
tinue large 
With all due allowance for relief 
of pa and pulp 
Europe from Scandinavian sources, 
our own production for civilian 


will continue to be 


con 


requ 


per shortages in 


use squeezed 


| service. 


e ar 
think | important 
|over-all war effort, 
divisions of | 


to let optimism or com- | 


mercial uses of advertising in all | 
fields, such a program would have | | 
values which it is impossible to| 
estimate exactly at this time. But 
they would be enormous. 

We think that in spite of the | 
fact that the War Advertising | 
Council will stay on the job until | 
our present task is finished, it is | 


‘not too soon to be thinking 4 


talking about the future of ad- 
vertising as a facility for public | 
The creation of a work-| 
able plan, sufficient in conception | 
and magnitude to challenge the | 
best efforts of the whole industry, | 
might well become the finest vere 
tribution of this generation of ad- 
vertising people to the future of | 
America and at the same time to} 
the long range interests of the | 
whole field. 


Thus salvage continues to be an 
and vital part of the| 
and obviously 
one in which advertising and pub- | 
lishing interests have the largest 
stake. Advertisers are cooperat- 
ing extensively in contributions | 
of space and time to the promo- 
tion of paper salvage, and the need 
continues for the development of 
organization facilities in each cam- 


munity to insure collection of 
every available pound of paper. 
We believe that if the salvage 
job is well done, no further cuts 
in paper consumption will be nec- 
essary, but it would be merely 
unmitigated optimism to assume 
that the conclusion of the war in 
Europe should be a signal for the 
slightest diminution of efforts to 
increase the supply of paper! 


through the collection of the larg- 
est possible tonnage of waste 
paper. 


—Pepsi-Cola Company 


“There ya’ go again, Johnson—always thinking of a postwar job." 


Hawaiian Pledge 

The enterprising P. Y. Chong, 
Honolulu merchant whose adver- 
tising is easily recognized for its 
phonetic spelling of Chinese- 
English patois, was not the last 


Pledge Kokua 100%! 


PRESIDENT HARRY S. TRUMAN 


Today, United States, gleat- 
eat nation in world, have new 
Plesident, Harry 5. Truman. 
When boy, erran boy in 
emall country town drug conditional sullender, Keep 
store, now highest position in McArthur, Nimitz, ete. ete., 
world. Prove United States and other gleat leaders for 
woo'er{ul opportunity land. finish yob. 


Yesterday when make first 
plesident speech, say no 
change Beloved Franklio D. 
Roosevelt policy. Fight un- 


ME P. ¥. CHONG say you an’ me an’ evely- 
hedy mus’ do same, pledge 100% kokua. Work 
hard. No Complain. Buy EXTRA War Bonds, 
Dieser way war pan more quick, support oew 
plasident, Harry S. Truman, and honor mem- 
ory Franklin Delano Roosevelt, who give life 
working for world freedom! 


| 
| 
| 


‘ 
¢ 


House of P. Y. Chong 


Ala Moana Load, Jus’ Ove’ Blidge Phones 91585, 91112. 


|among America’s advertisers to). 
|pledge continued all-out support | 
to the new President and the war 


advertisement indicates so well. 

“Me P. Y. Chong say 
me an’ evelybody mus’ 
pledge 100% kokua,” 
Chong. “Work hard. No com- 
plain. Buy extra war bonds.” 

The ad came to your Ad-libber 
from Lt. L. B. Arwin, via Leonard 
Simons of Simons-Michelson Com- 
pany, Detroit agency. 


you an’ | 
do same, 
says Mr. 


Surplus Goods Copy 


The first advertising instructions | 


we have seen 
goods have just 
the staff of the Tribune, South 
Bend, Ind., by F. A. Miller, presi- 
dent. They apply to the radio 
and newspaper advertising depart- 
ments alike. 

“It is possible a large number 
of fly-by-night concerns will be 
set up throughout the country for 
the sale of surplus war commodi- 
ties,’ Mr. Miller said. 

“The Tribune’s policy 
fuse surplus “war goods advertis- 
ing from anyone claiming to be 
a representative of the federal 
government. Advertising of sur- 


on surplus war 
been issued to 


is to re- 


plus war goods now being run 
by the RFC and the Treasury De- 
partment and which is_ usually 
placed by an advertising agency 
will be accepted, providing the 
sale of such surplus war goods 
does not enter into competition 
with local merchants. 

“Advertising of surplus war 
goods offered by anyone other 
than the RFC and other govern- 
ment agencies or established 
South Bend merchants is not to 
be accepted until the party or 
parties have been thoroughly in- 
vestigated as to the term of their 
rental contracts or leases, credit, 
etc., and not then unless all con- 
ditions are satisfactory 
Tribune.” 


Big Dough 

Don Curtiss of Newsweek tells 
us of the recent Newsweek item 
discussing the phenomenal in- 
crease in circulation of bills of 
large denomination. The maga- 
zine suggested that at least a par- 
tial reason was the use of the big 
bills in black market operations 
and quoted Sen. Bushfield of 
South Dakota as suggesting an in- 
vestigation of the holders of these 
bills, 

A few days later, John Love, 
business columnist of the Cleve- 
land Press, wrote Newsweek’s 
Raymond Moley: “I suppose your 
news department has been told of 
the effects of the magazine’s ref- 
erence to thousand dollar bills. A 
good many people out here are 
turning them in. One man brought 
in 40 of these grands to an east 
side Cleveland Trust branch.” 


| effort, as this Honolulu newspaper | Fast U. S. News 


What probably stands as a rec- 
ord for magazine speed was hung 
up by the United States News 
when it scrapped the regular ma- 
terial for the April 20 issue and 


'turned out a complete new “Roose- 


velt-Truman” issue in 25 hours. 


|Here’s the timetable: 


5:50 p. m., Thursday, flash on 
honeue elt death received. 6 p. m., 
entire current issue’s projected 
editorial material scrapped. 6:30) 
p. m., a completely new issue 
skeletonized, and the 61 
on the staff get going. 9:45 p. m., 


new art work and photos sped to| 


Dayton plant by plane. 
covers on the 
ture of 


Thousand 


President 
ready. Copy for 
flowing through the channels of 
production. 7 p. m., Friday, 
tirely new magazine all set to go, 
in exactly 15 working hours, and 
the issue was delivered on time. 

Most exciting of all, perhaps, is 
that the content was, as usual, in- 
terpretative and analytical, and 
not spot news coverage. 


Truman made 
the whole issue 


to the | 


writers | 
press scrapped. Pic- | 


an en- | 


EA ¥ 


The following documen: 
be secured without char; 
companies sponsoring th 
through ADVERTISING AGE, 
national advertiser or ad 
agency executive writing 
business letterhead. 


No. 2501. 100 Books on 
tising. 

This booklet, a University os 
Missouri bulletin, Vol. 46, No. 8. 
contains a list of books on adver. 
tising, compiled and annotated by 
E. K. Johnston, associate profes. 
sor of advertising in the univer. 
sity’s School of Journalism. The 
choice of titles and the annota- 
tions, which take the pamphle 
out of the “book list” class, make 
it a valuable guide for adver. 
tisers and marketers. 


No. 2502. Summary of a Survey 
on Blankets. 


Linens & Domestics, a Haire 
merchandising publication, has js- 
sued this report of retail store 
opinion, in which blanket buyers 
state their preferences in types, 
colors, price lines, styles, pack. 
aging and merchandising. The 
study contains numerous charts 
indicating trends in these sub- 
jects. 


No. 2484. Toledo Market Map. 


The Toledo Blade has issued 
this market map of metropolitan 
Toledo, which shows the popula- 
tion divided into four economic 
groups, based on rental values in 
the 55 census tracts within the 
city limits as established by the 
government. Detailed descriptions 
of the retail shopping areas 
_throughout the city are included, 
with their locations designated on 
the map for quick reference. 


No. 2477. Market Study of the 
Chain Variety Store Field. 

Chain Store Age has issued this 
market study, which contains a 
map of the U. S. showing locations 
of 674 variety chain headquarters 
by states, number of stores oper- 
ated by leading chains in eact 
state, and number of stores oper- 
ated by variety chains in 102 prin- 
cipal cities. A supplementary maj 
indicates stores operated by im- 
portant sectional chains through- 
out the country. 


No. 2491. Cosmetic Usage 
Brand Preference. 
Hillman Women’s Group has is- 
sued this report of a survey of the 
use and brand preference of toi- 
letry items by readers of Real Ro- 


and 


mances, Movieland and_ Real 

Story. A specimen of the ques- 

tionnaire is included, and the re- 

port contains detailed tabulations 

of the findings. 

No. 2494. Eight Answers to “ight 
Questions. 

In this brochure the Open toad 
for Boys gives the answers to ® list 
of questions covering the pu !ca- 
tion’s background, circulation. <ub- 


'scription methods, reader in! 


| ete. The material includes © 1's 
iof products and services now 
|using Open Road, with their © -e”- 
cies, and a report on a su'Véj 
|}among subscribers showing hat 
boys will buy first after the 


|No. 2495. The Philadelphia (0 
ket. 

| Sales area maps divided inte 

routes, with tabulated mark« at 

for corresponding areas and tes 

give a complete picture o 


Philadelphia market in this k- 
let issued by the Philadelphia ~”¢- 
ning Bulletin. The comp °0> 
includes population, dwelling | 
radio homes, wholesale and ‘°'@! 
outlets and sales. 
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Complaint Filed 
on Use of ‘Free’ 
in Tableware Ads 


Chicago, April 24—Complaint 
has been filed with the FTC by 
the Chicago Better Business Bu- 
reau against National Novelties, 
sundries mail order firm, alleging 
that National has violated the FTC 
strictures against misleading use 
of the word “free” by using the 
word in its advertising copy on 


silver plated flatware. 

National’s ads in newspapers and 
magazines have included an offer 
of a polishing cloth “free” with 
purchase of “sterling silver plated” 
tableware (AA, March 26). The 
bureau also challenges National on 
its use of “sterling” on the ground 
that the word connotes “solid 
silver” in the public mind. 

Stops Using ‘Sterling’ 

It says the firm has agreed that 

on all future ads it will not use 


the word “sterling” to describe the 
plated ware it sells. The bureau 


says, however, that National has 
not agreed to discontinue using the 
word “free” either in the ads or 
in its catalog in connection with 
sales of pipes, fountain pens, bill- 
folds and other novelties. 
National is owned by R. R. Men- 
delsohn. Its advertising is handled 
by an agency here bearing the 
name of M. M. Mendelsohn, who 
is also business agent for National. 


Editors to Meet 


Representatives of about 40 
daily newspapers are expected to 


attend the first New York Metro- 
politan Newspaper Food Editors’ 
Conference, to be held May 14-18, 
inclusive, at the Hotel Lexington. 
The conferees will hear proces- 
sors describe .new developments 
in food processing. 


Schering to Frohlich 


Schering Corporation, Bloom- 
field, N. J., maker of pharmaceu- 
tical and endocrine preparations, 
has named L. W. Frohlich & Co., 
New York, for magazine and direct 
mail advertising. 
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‘In TIME... You Will Find 


/omorrows Best Customers” 


Yes, the sales job will be a lot different after the 
war. Our nacional income may soar to more than 


140 billion dollars. There will be a host of new 


things to sell. And the more-than-a-million pace- 


setting families who read Time will be more im- 


portant to advertisers than ever before. For TIME 


families are people with almost twice the aver- 


age national income, people with the habit of 


accepting good new ideas, people whose lead 
other people follow. 


Evidence? 


Poll vour best prospects, the people 


with the cood jobs, good salaries and executive 


positions the prospec ts vou most want to sell after 


the war—in practically every case.vou will find 


| 
| 


that Trae is head and shoulders their first choice | 


magazine and that you can reach as many of /K 
them through Time as through any other maga- 
zine* (and far more economically ). 


| 
| 


| 
| 
If you want to reinforce your coverage of a | 


group where coverage means the most, or if you 
want to start the country following a million | | 

F 5 | WHO .. es 
leading families on a national swing over to your 


brand—start your postwar media list with Time. 


*For instance, the best customers of Talhimer’s 


D->partment Store, 


A Great Consumer Magazine 
offering you more than a million families 


who areAmericas Best Customers 


tichmond: 
baltimore: Rich’s, Inc., Atlanta; and Joseph Horne 
Co., Pittsburgh, vote TIME “first choice” magazine. 


Hutzler Bro;:. Co., 


they say. 


cidvertising Age, Apri 30, 194 


Sell Side-Winc ow 
Car Card Space 
in N. Y., Chicayo 


Chicago, April 25.—Chi 
Advertising Company, w! 
dles car card advertising | 


£0 Cay 


1 han. 


treet 
car, bus and other trans atid 
lines here, and for M ittar 
buses in New York, recent begar 
selling special card space © ey tp, 


tops of bus and street car \ dows 
below the regular line of «rds 

Officials say the extra space ; 
being sold here and in Ne. Yor, 
at a slight premium over »egy},; 


space, because of the spe I ad. 
vantage of visibility. Only on, 
advertiser at a time will be ab; 


to obtain the space—usually foy; 
or five windows from the bus ang 
street car fronts, on the left side 

It is not an experiment, and 
will not be extended later io pro- 
vide for a second row of cards 


Signs Ed Murrow on CBS 


Pan-American Petroleum (or. 
poration, New Orleans, will spon. 
sor Sunday newscasts by Edwarj 
R. Murrow on nine southern sta. 
tions of CBS, effective May 6 f 
15 weeks. American Oil Com. 
pany, Baltimore, of which Pap. 
American Petroleum is a_ yp. 
sidiary, sponsors Murrow fror 
London on 61 CBS stations, Sup. 
day, 1:45-2 p.m., EWT. Pap. 
American agency is Fitzgerald 
Advertising Agency, New Orleay 


Aids Peace Parley 


Edward T. Parrack, assistant } 
the president of Ketchum, Mac- 
Leod & Grove, Pittsburgh, h 
been granted a leave of absenc 
to act as special assistant to th 
secretary general of the American 
delegation to the United Nation: 
conference in San Francisco, 


SPOT 


FREE & PETERS | 


CHICAGO: 180 No. Michigan Fr 


ATLANTA: 322 Palmer Bidg. 
SAN FRANCISCO: i!! Sutter 


BROADCASTING 
PERMITS 
A HIT SHOW 
IN 
EVERY MARKET! 


Exclusive 
National 
Representatives: 
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For latest radio information, 


Pioneer Radio Station Repres: sta 


Since May 1932 


NEW YORK: 444 Madison Ave P 


HOLLYWOOD: 633! Hollywood Bivd. Hol! 
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The “Best by Taste-Test’’ goodness of Royal Crown Cola has made friends 
across the nation... and The National Comics Group has performed 
many of the introductions. 


Regularly, a full-page comics continuity tells a story of those two fictional, 
adventurous G.I1.'s, “R.C. and Quickie,’ plus a potent plug for Royal Crown 
ia Cola. And The National Comics Group delivers this message to an eager 
apd audience consisting of 9 out of 10 families with children in the 8-20 age 
so bracket. No wonder many other alert national advertisers are making reg- 
ular appearances... 


The National Comics Group 


The National Comies Group ACTION COMICS BATMAN FUNNY STUFF SENSATION COMICS 
c tly comprises 23 outstand- ADVENTURE COMICS BOY COMMANDOS GREEN LANTERN STAR SPANGLED 

2>mic magazines which ALL AMERICAN COMICS BUZZY LEADING COMICS COMICS 

either of the two above ALL FLASH COMIC CAVALCADE MORE FUN COMICS SUPERMAN 

ls on their covers as iden- ALL FUNNY COMICS DETECTIVE COMICS MUTT AND JEFF WONDER WOMAN 

mn of the best in comic ALL STAR COMICS FLASH COMICS REAL SCREEN FUNNIES WORLD’S FINEST COMICS 


J 


Represented Nationally By 
RICHARD A. FELDON @ CO., INC. —420 Lexington Avenue, New York City 


-RICHARD A. FELDON & CO., INC 
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Point of Sale Group 
Aids War Ad Council 


First coordinated effort by dis- 
play advertisers to back home 
front campaigns initiated by the 
War Advertising Council has been 
effected through the appointment 
of Point of Purchase Institute as 
a sponsor member of the council 
to represent the display industry. 

Plans for the participation of 
producers, installers and affiliated 
display groups in these campaigns 
were discussed April 19 in New 
York. Midwest and western dis- 
play groups will meet with the in- 
stitute May 8 at the Edgewater 
Beach Hotel in Chicago to go over 
similar plans. 


Lewis Agency Named 

New Jersey Wood Finishing 
Company, Woodbridge, N. J., has 
named Lewis Advertising Agency, 
Newark, to handle advertising of 
Vartex electrical materials. 


Kelsey Promoted 


Howard W. Kelsey, formerly in 
charge of wire and cable promo- 
tion for the mechanical goods di- 
vision of U. S. Rubber Company, 
New York, and previously with 
Batten, Barton, Durstine & Os- 
born, has been named sales pro- 
motion manager of U. S. Rubber’s 
general products division. 


CBS Income Down 

Columbia Broadcasting System 
reported net income after taxes for 
the three months’ period ending 
March 31, 1945, of $1,126,545. This 
compares with $1,165,347 reported 
for a similar period in 1944. 


AFA Board Meets May 2 
The board of directors of the 
Advertising Federation of America 
will hold a meeting in New York 
on May 2, at which time it will de- 
cide whether or not to hold the 
annual meeting of the federation. 


GIBBONS 


ADVERTISING 


J. J. 


~ NIREAL WINNIPEG 


KNOWS CANADA 
GIBBONS LTD. 


100 BAW STREET. - TORONT 
REGINA 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


Hudson Explains 
Plan to Expand 
Postwar Selling 


Detroit, April 24.—A_ strong 
advertising and merchandising 
program—“designed to obtain for 
Hudson Motor Car Company a 
substantially larger share of the 
industry’s total volume of auto 
sales after the war’—was dis- 
closed to ADVERTISING AGE last 
week by M. M. Roberts, manager 
of advertising and merchandising. 

Mr. Roberts, in company with 
George H. Pratt, general sales 
manager, has just completed a 
series of conferences with Hudson 
distributors and zone managers 
in 11 key cities throughout the 
country. These men were shown 
the advertising and selling mate- 
rial to support the company’s sales 
efforts. 

The program is being developed 
with the close cooperation of the 


ue 


3h 


50,000 Paid 


Circulation 


RADIO-CRAFT, 25 W. BROADWAY, NEW YORK 7, N. Y 


Kindly send me a copy of your SURVEY 
Name 

Company 

Title 

Street 


P. O. Zone No 


RADIO CONNECTIONS t/¥8t¥¢ 


EK ADEO 
CRAFT 


re-conversion era. 


you study it before 


Use 


or 


' (Above: 
Signal 
Corps 
photo) 


. * aeouene contacts lost during the war years can be 

won with minimum cost by advertising in RADIO- 
CRAFT. Leading firms in the radio-electronic industry 
now follow this method of re-establishing friendly rela-| 
tions with 50,000 technicians—acquainting their near-| 


future prospects with what will be available during the 


Those who key advertisements, or 


otherwise check returns, quickly observe RADIO- 
CRAFT as the leading ''puller." 


A nationwide Survey has recently been conducted by 
RADIO-CRAFT to help you re-evaluate prospects and 
media in this changing world. Perhaps you have seen 


the results of this investigation. If not, we suggest that 


planning further advertising sched- 


ules. The Survey has given others a vastly different 


perspective. It may benefit you, too. 


Send for this Survey today. 


coupon to the left 


drop us a line. 


| of Ohio's 


merchandising, and George H. Pratt, 
Car Co., inspect drawings of new standard identification signs which are 
included in Hudson's expanded advertising and merchandising program. 


STANDARD SYMBOL—M. M. Roberts, left, manager of advertising and 


general sales manager, Hudson Motor 


factory sales department and Hud- 
son’s six divisional sales managers, 
each familiar with local conditions 
and problems. In this connection, 
Mr. Roberts explained that adver- 
tising and merchandising manag- 
ers will be placed in the field in 
the six sales territories to permit 
closer cooperation with the com- 
pany’s distributors and dealers in 
handling local promotion. 


Advertising Stepped Up 
Hudson’s present national ad- 
vertising program in magazines, 


farm papers and automotive trade 
publications is to be gradually 


‘ |stepped up, Mr. Roberts said, un- 


| til the full program is under way. 
| Extension of advertising to daily 
newspapers will depend solely on 
the rapidity with which the com- 
pany returns to making cars, he 
observed. 

The Hudson advertising execu- 
tive also announced a new stand- 
ard Hudson salesroom indentifica- 
tion sign program. The signs fea- 
| ture the “Hudson Triangle,’ es- 
| tablished in prewar years, in red 


— 


Zeon (described as many times 
brighter than Neon) on a back- 
ground of blue and white. 

The monthly “Hudson News” 
magazine is being supplemented 
by issues of a news letter to allow 
releases of spot news to the sell- 
ing organization. 

Another merchandising activity 
presented to the sellin organiza- 
tion for immediate action is a di- 
rect mail piece called the “Hudson 
Owner News-letter.” This is t 
be mailed monthly to all Hudson 
owners, selected competitive ca 
owners, bankers, finance men and 
other key executives. This is a 
four-page news type letter carry- 
ing the local dealer’s imprint. 

In addition to these promotion 
activities, it is understood that 
others currently are in the plan- 
ning stage. 

The company has inailed to 
stockholders, distributors, dealers, 
bankers and others concerned with 
Hudson planning an 18-page bro- 
chure, “Hudson Will Be Ready,” 
which outlines in broad manner 
the vrogram being shaped up for 
the postwar period. 


ra 
SUCCESS 


In 58 


88 Counties 


Fill those order books with 
best sellers on local dealers’ 
shelves in the Billion Dollar 


| market served by the 49 


dailies of The Ohio Select 
List. Don't try to do it 
with metropolitan papers 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel- 


Tribune 
Bucyrus rome ph-Forum 
Cambridge Jeffersonian 


Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Delaware Gazette 
East Liverpool Review 
Elyria Chronicle Telegram 
Findlay Republican- 
ourier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal-News 
Ironton Tribune 


SELECT LIST 


OF DAILY NEWSPAPERS 


: 
STORIES 


alone ... you'll only pile up 
the blank pages. For a 
sound, scintillating success 
story, with their cover-to- 
cover coverage, stick fo 
these 49 home-market 
‘dailies. 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Call 

Portsmouth Times 

Ravenna-Kent Record 

Salem News 

Sidney News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H 
Record-Herald 

Wilmington News Journal 

Wooster Record 

Xenia Gazette 

Zanesville Times- 
Recorder & Signal 


JOHN W. CULLEN CO 


Publishers’ Representative 
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A NATIONAL SHOW 


for your product 


FOR °37,200 AY 


complete 


She wrote “Claudia” 


This is Rose Franken, creator of “Claudia.” Miss Franken 
has written 28 “Claudia” stories for Redbook so entertaining 
that a hit play and a hit movie were written around them 
Just two of the “Claudia” novels have sold well over 
2,000,000 copies. 

Miss Franken’s fiction is just one example of the kind of 
brilliant entertainment that gathers together an audience of 
1,500,000 families for your product's advertising (better than 


a 5.0 rating ). Redbook és a national show — for your product. 


a shows entertain with music. Others 
with spoken words. This show entertains with 
good reading. It is Redbook magazine and its 
audience so enjoys it, that they spend 25c for 
Redbook . . . and three hours reading it. 
They are as discriminating, worth while, 
cohesive an audience as any other. Yet to do 
an important selling job on them—with a full 
page in every one of Redbook’s 12 issues— 


costs only $37,200 complete, not $370,000! 


So even though Redbook’s space is sold out 
at the moment, it is not too early to make 
plans for the day when space is available. 


Six million—the size 
of a modern army: 


Approximately one out of every U 
read Redbook, Cosmopolitar 
© MILLION GROUP 


tising to command — at a cost of $160,000 for 1 


full pages in every issue Of all 3 mapazine 


S. families 
and American, THI 
with less than 15°; duplica 


tion. Literally, an army of people for your adver 
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Advertising Age, Apri! aoertial 


‘ = . *#|ments, and 200,000 or 300,000 too surprising if a full-blown 12-|A second committee has ajro..) 
American Legion copies of a pocket-size pony edi- Admen Sponsor story merchandise mart material-|interviewed several 01 tandin &R 
A k R h tion, without advertising, will go Bu in Cen te ized before long. rea rego and 
to other subscribers. within a few days wl NOunndeD 
SES ROsSGICRSrS The plan has been worked out thie J Committee in Charge the selection of a manag tor al adi 


to Aid in Studies 


so that no subscriber will get more 
than two or three of the pony edi- 


in Kansas City 


A “merchandise center commit- 
tee” of 45 club members worked 


“As in the case of other mer- 


center,” 


ate: 


Chicago, April 25.—The Ameri-|tions in the course of a year, he| Kansas City, Mo., April 26—The| out the details of the plan, de- Map Strong Cobb Orive New % 
. can Legion Magazine held the sec-| said, and in addition, post com-|fabulous Advertising & Sales|signed to give the city “a clearing Standard Brands, I ide 
», ond of its unusual research/manders will cooperate in making} Executives Club of Kansas City,| house for industrial and mercan- York, has appointed y,.°" he radit 
~~ luncheons here today, in which it| copies of the full-size issue avail-| which has well over 1,000 mem-|tile display for which there is a Breese Associates, New Mura Eashes 
. is asking advertisers, agencies and| able to their members. bers and which recently burned | definite need.” handle first large-scale «cts =e n 
“@ * Yesearch men to help determine snsteatnitienaaa the mortgage on its own home ee 


ing for its subsidiary, Strone Coy 
& Co., Cleveland mani !icty, 
of private formulae. Dri\» trag, 
publications beginning wii) Jy, 
issues will be used for sever 
series of ads now in prep ration 


¢ its 


almost before the ink was dry, has 
launched a new project which will 
take it into an entirely new area. 

The club is sponsoring a mer- 
chandise center for Kansas City, 
and has already made arrange- 
ments to purchase a_ six-story 
building at 22nd and Grand Ave., 
which it hopes to remodel and 
have ready for occupancy by fall. 
The building can stand six addi- 
tional stories, and it would not be 


the areas of research which it will 
attempt to explore in studying the 
buying habits and characteristics 
of World War II veterans. 

D. E. Robinson, director of re- 
search for Sherman K. Ellis & Co., 
New York, is directing the Legion 
studies, with the assistance of a 
special technical committee which 
includes Robert Brown, Bristol- 
Myers; Robert King, Batten, Bar- 
ton, Durstine & Osborn; and Vic- 
} tor Pelz, General Foods. 

Mr. Robinson and Thomas O. 
Woolf, advertising director of 
American Legion Magazine, ex- 
plained that they have developed 
the machinery for getting any 
facts on veterans which adver- 
tisers may want, have already 
made three or four pilot studies, ‘ 
but now want guidance on the . 
areas of interest that should be 
covered. 


To Rotate Pony Issue 


During the discussion, Mr. 
Woolf asserted that ultra-conser- 
vative estimates indicate the mag- 
azine will come out of the war kh 
with a circulation of 3,500,000, and 
also reported that a complete re- 
habilitation of the magazine edi- 
torially is under way. | 

Because American Legion Mag- 
azine is committed to serving all 
Legionnaires who want it and 1 
therefore cannot freeze circula- 
tion, it will inaugurate with the 
June issue an unusual paper-sav- 
ing plan, Mr. Woolf reported. 
With that issue 1,260,000 full- 
size magazines (more than its 
guarantee) will be distributed to 
subscribers, but these copies will 
not fill all circulation commit- 


7 the  — , 


chandise centers,’ club members 
were told, “the institution will be 
operated for the convenience of 
retail dealers doing business in the 
Kansas City area. Through it a 
retailer can do all his shopping for 
merchandise under one roof where 
will be displayed all types of 
products. 

“A committee to determine the 
allocations of space for various 
industries is now hard at work. 


Buck Heads Division 


Gordon F. Buck, vice-president 
of Industrial Surveys Company, 
Chicago and New York, has been 
appointed to direct the newly- 
created radio division with head- 
quarters in New York, and pro- 
duction and client service facili- 
ties in both offices. Mr. Buck has 
been with the company in an ad- 
ministrative capacity since 1939. 
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Podvev Appointed 


David M. Podvey of the Phily. 
delphia Inquirer promotion de. 
partment, has been named Dro. 
motion manager. 


—— 


| ore 
ne After you have taken the first four steps in selecting a 
ee 2M, " business paper, it is time for Step No. 5. Strangely 
$s. « - enough, some advertising men take the editorial job 
ees for granted. So long as a paper measures up on the 


other counts, they don’t bother to check the editorial 
content. And yet, here is the real key to the effectiveness 
of a publication. By studying the editorial job, you can 
form a better picture of how essential the publication 
is to the men you want to reach. 


| Local Advertisers 
Know... 


Utah's cattle and 
brought $54,531,000 of new wealth 
into this state last year, according 


sheep, hogs 


to preliminary figures. That aver- 
ages more than $1,000,000 a week Wh Fe Ke ’ 
and livestock is just one of Utah’s tnd og a Seritce Does Ve Perfor ? 
basic industries, just one of the rea- : : : 
sons ‘why Ibeninces is seed here. A business paper is not edited for escape reading—it is a 

‘ a os 3 service designed to keep business well informed. Some busi- 

o reac tahs radio omes ° . 
al Far seve pole “anon ag ness papers report the news—others are strictly technical 
1600 ~Senal ual intdonsl alvertibess | journals—and still others emphasize market reports and 
know they can depend on KDYL. prices. To determine this is an important step in studying AN ENGINEERING 
! the station that brings results. For the editorial job, because the type of reader depends entirely WEEKLY 
example: Salt 


on the type of service performed. 
se Lake’s four largest 


department stores 


STEEL is actually three magazines in one—a news \ 
weekly—an engineering and operating paper—and a 
weekly market guide. It is edited not for one man, but for a 
| group of individuals in each plant. Management executives, 
purchasing officials, top production men, and engineers, all 
look to STEEL as their key source of information each week. 


consistently 


KDYL. 


use 


A WEEKLY 
MARKET GUIDE 


John 


National Representative: 


Blalr & Co 
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infgy&R Reorganizes 
vouncanadio Unit Under 


ates, Ackerman 


Drive New York, April 26.—To pro- 
Neymide er coordination between 
: he radio division and other 
rk. pranches of Young & Rubicam, as 
‘ext Mfyell as more thorough supervision 


+ its 20 radio programs, the 
foency has reorganized adminis- 
rative duties with over-all opera- 
‘on of radio under Gordon D. 


ates, vice-president and general 


manager, and creative and _ pro- 
yction operation under Harry 
Ackerman, vice-president. 

All radio programs have been 
histributed among four program 
sanagers —— Joe Moran, associate 
birector of the radio division; Max 
vylie; George McGarrett, and 


| William Forbes, who also manages 


the television and research sec- 
tions. 

Manager of radio production 
will be Ed Duerr, former produc- 
tion supervisor, and Alexander 
Stronach Jr., supervisor in the 
talent department, will now be 
manager in charge. Glenhall Tay- 
lor, for the past two years acting 
head of Y&R’s Hollywood radio 
office, has been named an associ- 
ate director of the radio division. 
Radio positions remaining un- 
changed are John Swayze, man- 
ager of radio commercials, Carlos 
Franco, associate director and 
chief of station relations, and Jack 
Berry, in charge of the motion 
picture section. 


J. A. Camp Promoted 


J. A. Camp has been appointed 
manager of the eastern sales de- 
partment of the Ohio Match Com- 


pany, with headquarters in New 
York and divisional branch offices 
in Boston and Philadelphia. He 
replaces the late Julius C. Staier. 
For the past five years, Mr. Camp 
has been managing the company’s 
operations in California, Nevada, 
Arizona and the Hawaiian Islands. 


Meier Joins Agency 

Verne Meier, formerly an ac- 
count executive with Whipple & 
Black Advertising Company, De- 
troit, has joined Wolfe-Jickling- 
Dow & Conkey, Inc., Detroit, in a 
market analysis and_ research 
capacity. 


Cancel Inland Meeting 


The Inland Daily Press Asso- 
ciation, Chicago, has cancelled its 
spring meeting originally sched- 
uled for May 22-23 at Chicago. 


Court of Appeals 
Has ‘Esquire’ Case 
Under Advisement 


Washington, April 24.— With a 
Supreme Court decision still in the 
offing, the U. S. Court of Appeals 
has taken under advisement the 
question of Esquire magazine’s 
mailing rights. 

Appeals court Justices Thurman 
Arnold, Justin Miller and Henry 
W. Edgerton have completed re- 
ceiving testimony of both federal 
government representatives and 
attorneys for Esquire. The hear- 
ings followed a lower court de- 
cision which upheld Postmaster 
General Walker in revoking the 
magazine’s second class mailing 
privileges (AA, July 24, 44). 

The charms of the Varga girls 


Hou Well Does the Paper Kuow Tts Vndustry 7 


Editors of a modern business paper must travel extensively, 
break away from ‘‘paste pot and shears’’, and know the 


field by personal contact. 
located in the heart of metalworking and metalproducing. 
It has the largest staff of full-time editors of any business 
paper in the industrial field. It has on-the-spot, authoritative 
coverage of all leading manufacturing centers as well as 
the world capitals of Washington and London. For well over 
half a century STEEL has grown and progressed with the 


STEEL’s headquarters 


are 


industry. It pointed the way in converting to war production; 
i: currently helping to plan ahead for peace and reconver- 
sion. STEEL knows metalworking and metalproducing! 


Arrow Good cs tts “Information Seruice”™ 7 


You not only have to study the type of service performed, but 
the effectiveness of that service and the men behind it. 
Industrial news must be current—complete—and authorita- 
tive. Technical developments must be reported fully and 
accurately. Market reports must be based on facts. STEEL’s 
editors are men of practical experience; active in the indus- 
try’s associations, accurate reporters, and capable analysts. 
Their job results in “readership in the right places’’— 


readership that brings action. 


Penton Building 
Cleveland 13, Ohio 


advertising program. 


Would you like to see how well STEEL 
measures up on the other four steps— 
market information—plant coverage— 
sales possibilities—and the men who read 
it? Ask the man from STEEL to show you 
“The Who—What—Where and How of 
Metalworking’’—a comprehensive study 
that will help you plan your sales and 
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provided a lively bit of argument 
before the appeals court, with 
some of the jurists asking whether 
the drawings really constitute art. 
Esquire lawyers reiterated their 
contention that the Postmaster 
General should not be empowered 
to rule what is and is not art. 

In the event of an adverse de- 
cision by the Court of Appeals, 
Esquire lawyers have _ indicated 
they will carry the case to the Su- 
preme Court. 


CAB Rates First Truman 
Talk to Congress at 34.6 


President Harry S. Truman’s 
speech to Congress April 16 re- 
ceived a rating of 34.6 by the Co- 
operative Analysis of Broadcasting 
—the highest daytime rating since 
the 81 U. S. city expansion by the 
CAB in April, 1944. In the CAB 
cities where regular interviewing 
was being conducted, 100% of the 
people listening to the radio were 
tuned to the President. 

Highest CAB rating since April 
of last year was 37.8 attained by 
the late President Roosevelt when 
he spoke June 5, the day before 
D-Day. 


the appointment of 


Mr. George L. Ketcham 


| Director of 
Publicity 
Promotion 


Merchandising 
for 


KTUL 


5000 WATTS 


in Tulsa, Oklahoma 


one of the 
Publi- 


cists and Feature Writers. 


For 20 years, 


Southwest's foremost 


“Another Service for 


Our Advertisers” 


% b General Manager 
. 


FREE & PETERS, ING. 


National Representatives 
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‘Progress’ Appoints 


The San Francisco Progress, 
weekly newspaper serving the 
Bay area, has appointed Doremus 
& Co., San Francisco, to handle 
advertising. 


Tilley Appointed 

R. F. Tilley, Prairie district sales 
manager of Canadian National 
Carbon Company, Toronto, has 
been appointed general sales man- 
ager. 


Complete Coverage 


of one of the 
greatest 
post-war industries 


New Distribution 
Policy After War 
ls Denied by G-E 


Won't Sell Appliances 
to Mail Order Firms 
and Drug Chains 


Bridgeport, Conn., April 26.— 
Reports published recently in a 
New York Gity newspaper that 
General Electric Company’s ap- 
pliance and merchandise depart- 
ment would sell mail order and 
drug chains after the war, have 
been denied by C. R. Pritchard, 
general sales manager of the de- 
partment. 

“G-E’s policy of distributing 
both major and traffic appliances,” 
Mr. Pritchard emphasized, ‘will 
be fundamentally identical to its 
prewar policy. 

“The department has 60 whole- 


sale major appliances distributing 
outlets for G-E_ refrigerators, 
ranges, water heaters, home laun- 
dry equipment, dish-washers, Dis- 


posalls, electric sinks and kit- 
chen cabinets. These distributors 
operating in assigned trading 


areas will maintain sales organ- 
izations in appliances in about the 
same number of markets as be- 
fore the war. 


Reaches All Retailers 


“The company’s traffic smaller 
appliances, as in the prewar 
years, will be distributed through 
multiple wholesale outlets in order 
to reach all types of retailers. The 
electrical, department store, furni- 
ture store, utility outlets, jewelry, 
drug and hardware store retailers 
will be served by the same type of 
distributing organizations that 
supplied them in prewar years.” 

Customer buying habits deter- 
mine the lines of products han- 
dled by the various kinds of dis- 
tribution, Mr. Pritchard said. For 
instance, drug stores are natural 
outlets for alarm clocks and heat- 
ing pads and jewelry stores are 
logical outlets for all kinds of 
clocks. 


“Therefore, wholesale drug 


companies, such as McKesson & 
Robbins, and jewelry distributing 
agencies are used for these prod- 
ucts to supplement other distribu- 
tion. Following this practice of 
distribution, some G-E traffic ap- 
pliances will be handled postwar, 
as prewar, through such accounts 
as Montgomery Ward and Good- 
year. This is, of course, not a new 
policy. It represents a small pro- 
portion of our traffic appliance 
business and we do not plan to 
add any new national accounts of 
this kind,” he concluded. 


WESTINGHOUSE PLANS 
TO ALLOCATE SALES 

Pittsburgh, April 26.—To assure 
equitable distribution of the first 
major appliances produced, West- 
inghouse Electric Corporation will 
allocate production to distributors 
on the basis of their 1941 sales, 
after allowance has been made for 
population changes, Dow, Jones 
& Co., has reported. 

Production of major appliances, 
it was said, probably will not get 
under way until the fifth or sixth 
month after the government has 
given Westinghouse the go-ahead. 
Electric irons are expected to be 
the first home appliances to roll 


- 
re meow 


“The world’s last chance...’ 


; Anthony Eden has said 
EES that the San Francisco 
ey Conference could be the 

world’s last chance to save 
itself... But to a city crowded beyond 


capacity, short of space and commodities, 


domestic market. 


the Conference was first a workaday task 


security, communications and commerce 
conspire to make San Francisco a world 
center, midway between the hemispheres, 
transfer point and terminal for both the 


Orient and Occident ... and also a major 


or sell, The Chronicle carries your message 


where it can get attention and interest, 


merchandise. It has often been unpopular, 
but never impotent. And it continues to 
make reputations West of the Rockies, 
and record sales for Market Street stores. 


If you have something worthwhile to say 


of finding accommodations for all of the Wav can sell a lot of goods out here 


distinguished delegates. History is often without The Chronicle . . . but you can’t 


rather hard to take for the occupants of sell San Francisco. Started seven years 


the immediate scene! after Sutter first found gold, The Chronicle 


The selection of the city for this has never stopped prospecting, has grown 


momentous meeting was no great surprise up—but not old. Indigenous without 


for San Franciscans or close students of being introvert, it keeps its eyes on the 


current history... and to most outsiders world, and its heart at home. 


should be significant of San Francisco’ Without reaching everybody, it 


rising role. When the rest of the world does reach most of the people who ‘ 


was Europe, New York City became <‘ count, serves equally well those 


strategic site. Now considerations of global with the best minds and_ best 


San Francisco 


National Ad: 


ertistrig Representative 


Chicago, Detroit 


Coast selling effort 


your expenditure 


outlets and customers. 


To make the most of your Pacitic 
and get the most for 
give The Chronicle 


high priority in your Western marketing 


plans and programs. 


And before the scrimmage starts, give 
both market and medium the study 
they deserve. A call to the nearest 
representative of The Chronicle will 
bring you up to date, and better able 


forecast ! 


hronicle 


> Sawyer, Fercuson, Waker Co. 


, Atlanta, San Francisco 


> ’ 
— 


Advertising Age, Apri! 39. 194 


BALANCED BRAKSETS 
BLOCKS 


QUALITY FIRST—The need to mats 
essential vehicles hold up is the theme 
of a series of ads being used by 
United States Asbestos Division of 
Raybestos-Manhattan, Inc., maker g 
Grey Rock brake linings, in automotiy 
publications. 


off the lines, with other small ap 
pliances in production within foy 
to six months — depending 

available manpower and materials 


Givner to Head New 
Merchandising Unit 


Joseph Givner, formerly ; 
charge of corporate merchandise 
development for Macy Associates 
New York, has been named pres- 
dent of National Merchandising 
Corporation, New York, organiza- 
tion formed to service memb 
stores of Felix Lilienthal Company 
and to include operation appli- 
ances, apparel and piece goods. 

Mr. Givner, who was previously 


| vice-president and general man- 
| ager of Real Silk Hosiery Mills 


| and before that with Sears, Roe- 


| and apparel. 


buck & Co., will supervise the new 
corporation in its development of 
branded items in both hard lines 


Industrial Workers 
In TULSA Area 


(34% of Oklahoma's 
land area) 


61% 


Of Entire State 


The Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus countie 
Kansas, Missouri & Arka 


is 
BLANKETED 
only by 
KVOO 


RD PETRY £ 
Incorporated | 


: . a | | | : e. 
: TO MATEILSSS LAST, PUT 0 ie 
: | COR ELSE! “— ¥4 
. Po ‘eggs 
. | : r Ye * 
. * “, Sy ~ 
m, te . : 
| es | 
| . ; A CRITICAL TEAR FOR ESSENTIAL TRANSPORT) Pee Sy 4 
é ; . af i ‘ | 4 4 
He i Tw Quek. sh | Be ore EE 
*s 
. : ie re Duck Out) tS | ’ 
mel 
; eats Si / Ce | ie 
© iP Wide —_, ~~ ' 
“wy fF ‘ is Rie | 
| me oe f NtZ j 
. = eH - . v 134 
s* NN = P ‘ rac: ' / 26 | 
aos \ & i\ i a LY @ k Y, 
4 ~ 5 ee oe a i eae G 
eo) . ae oe a? 
Fa a | FA a 
4 AVG SOR) 7 SS — iM , 
Le |i os Pt - : wk ae 
: SL ern 1 *3 | 
4 =. 2 48>. : “ =< —s pe +S 4 
; bu Sala Ns) rr. ee cae ===  #$:;&# # , 
4 *, it i Gs ; ; , ‘ pes. aS 3 ve bre We Bs ei 6 
| ren / i ae i, | | <j Lr rh 
| y % - i \ Ke 3 y i “aa f . % a ‘So, a o wt h * ae 
| | ee \ Oo Fetes es YA. Sit 
\. fg ee re as % er ay “i rates - "> oa S) a " ~ oN yesh 
| ve i oN Mai OK Ba bee. 7! «Vomer 
. < We ; : is Fi. “aq : an x Rs Sek -% yg / ~ ; \ e 
| id Z er oe Vm Nos oy OVA RET) 
| Saag AUB 
~~ 7 tees My . Bt : ar eee j . Be 
a me oaar Es \ q y Tage rod\ 4 Mf ‘ A). . 
RO SR ey SP Aa aS RN 7 QO Tessa 
Y aes <a 3 39%. % ae ee Bak OO f \ 3% % &, mane Baby ol inw/A 
’ syit Kat Ra ag th gh a et as in’ Mais erg 
; : f | A a) any \ i a ig RS oe ee 4 ee A 
SPE Bod re) ETRY Rh oe \ ie ase og ee RY ar 
| Hii: es NAD oly: Gp ij RNG Most powt 
oo gl a. a . 
| we if RON 
Me 
= ee 
iil 2 ee 
| 
a 
a 
« 
a 
ee §=—| 
= = 
a 
| _—————————————— | 
a _ y 
a az Be 
r : : | 7 
a Po " ny | , 4 | 
| SS SS as eo —— 
7 F ; : ’ 
. tg ia an Zee : <a “4 ~ ae : tara gee i vz od : ‘ ; ie . . ‘ " . — : 2 


d To make 
the theme 
| used by 
ivision of 
maker of 


automotivg 


small ap 
ithin foy 
ding q 
materials 


WV 
t 
nerly i 
“chandise 
Ssociates, 
ed presi- 
landising 
rganiza- 
membe 
‘ompany 
Nn appli- 
foods. 
‘eviously 
al man- 
y Mills 
rs, Roe- 
the new 
ment of 


mm Oy" 


lig 
you come in we 
DEX-ed raincoat, .t 
~~ Mister, she'll re 
just smart! Make § 
your outdoor-wear ¢a 
jlabel.—It’s your gua) 
ing DRY no matter v 
the Weather Man.. 
coats, topeoats, Jacke 
wear it labels are ra 
water-repellent 
And speaking of 
ventilation ... 
what about 
these! Yes, hom- 
bres, give your 
feet the air 
through the 
expertly tooled 
perforations 
that give both 
coolness and 
style to these 
famous Ankle- 
fashioned Ox- 
Oxfords by 


But “top-side” vent 
enough = for 
they’ve worked “air 


into the soles of these 
No. 412 and 442 have 
lated leather soles ana 
399 (see sketch) has a Dura-Sole 
that’s shrewdly designed to. air- 
cushion the bottoms of your “un- 
derstanding”. These 2 Cel 

as good looking , 4 
fortable ... combini 
Ankle-Fashioning fit 


Style Vile 


as 


Mi ness T dev ed 
td with wonderful es 0 mn - 
ee mer! Give them 2%) ‘Midisin 
ae dealer show you 


what they mean in comfort PLUS 

character-ful good looks! 

soothing and smoothing. That's why 
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Buy-Lines for Men Only" will appear on sitet “ve 
sports or main news pages in leading East- «| ur slightest 
Central Sunday newspapers (Southern and _ a aan 
Pacific. groups to be added later). Z acnentant 
a as, you 
” ' y from 
NEW YORK HERALD TRIBUNE ts, you 
CHICAGO TRIBUNE KS Ss 
PHILADELPHIA INQUIRER x 
DETROIT NEWS 
BOSTON POST 


ssin’ mad, aren’t you? Muttering “Et tu, Brute!” at the 
pn a he-man sports page. But hold awhile, Gentle Man 
her case! I ask a pound of flesh (your reading, kind 
hat one woman of your dreams you never thought 
what to buy, but doesn’t ask if you did! Unseen, 

ou off on nationally advertised BUY-LINES for 
eryice for the little that’s left from your pay- 
of deductionary wags deals out the leavings.’ 

» advise ... but I already know a lot about 

jes in your home to tell you . . . for I’ve 

tion of this paper for three years... 

, use in your home. But since a woman 

is column is dedicated to men only,— 
ES. Here we go ... read me gently, 


fa shoulder is pretty dan- 
y way you take it! And 
for your own handsome 
. - for what's the de- 
of your trousers worth 
ng” depends on _ slip- 
r-slipping suspenders! 
ut “Free-Swing” ... 
leather-link, 
ack that guarantees 
suspenders. 
ve generously am- 
straps that elim- 
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WASHINGTON STAR 
MINNEAPOLIS TRIBUNE 
CINCINNATI ENQUIRER 

INDIANAPOLIS STAR 

BUFFALO COURIER-EXPRESS 
ST. PAUL PIONEER PRESS 
DES MOINES REGISTER 

KANSAS CITY STAR 

MILWAUKEE JOURNAL 
OMAHA WORLD-HERALD 
COLUMBUS DISPATCH 
TOLEDO TIMES 
WORCESTER TELEGRAM 
BRIDGEPORT HERALD 
SYRACUSE HERALD-AMERICAN 
DAYTON NEWS 
CHARLESTON GAZETTE 
WICHITA BEACON 
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Boosts Census Funds 


A $561,000 provision for current Hotpoint to Hold 


industrial statistics by the Census 
Bureau has been added by the 


* s 
Senaic commitiee o House aoe] Appliance Prices 


ment of Commerce. The Senate 


group also added $125,000, tor | Maar 194) Levels 
Full Production 


to Come 9 Months 
After Go Signal 


lipstick, will double its advertis- Chicago, April 24. 


services to local government agen- 
cies on planning and construct- 
ing airports. 


Flame-Glo Doubles Ads 


Rejuvia Beauty Laboratories, 
New York, in behalf of Flame-Glo 


mitments, and shortage of motors 
and material, the company’s re- 
frigerators will not reach the mar- 
ket for six months after recon- 
version begins and will not go into 
full production for an additional 
six months. 

Much of the reasoning behind 
the company’s previously reported 
move to concentrate highly on 
quality of retail outlets for Hot- 
point appliances, through a “‘selec- 
tive dealer” plan (AA, Nov. 27, 
1944, and April 16), was stated 
frankly and in detail by Mr. 
Schafer. 


25% Are New Dealers 


— Prices of| The plan centers on all-electric 


ing this fall in women’s magazines | the Hotpoint line of major appli-|complete kitchen merchandising, 


covering the movie field. Norman 
D. Waters & Associates, New York, 
handles the account. 


full 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 


production of 
ranges, 
dishwashers, and garbage disposal} complete Hotpoint domestic line. 
j probably be reached| Mr. Schafer said that, according 
nine months after the go signal is| to initial reports from distributors, 
given, Ward R. Schafer, vice-presi- | about 25% of its dealers did not 
in charge of sales, 
General Electric Appliance Com-|/the war. 


314 N. Michi Ave. Cen. 3373 Chi 1 | pany, revealed here Friday. L 
ee a Because of war production com-'sales promotion has lagged far 


units 


dent 


ances will be within 10% of the} with 125 stores set up as key out- 
1942 prices when they first reap-| lets at which the kitchens will be 
pear after reconversion starts, and| displayed. All dealers are being 
the electric} selected on the condition that they 


electric! will aggressively merchandise the 


Edison | handle Hotpoint appliances before 


In the past, he said, appliance 


‘ 


behind electrical designing. The 
crux of the company’s problem 
has been the poor quality of sales- 
manship and the training of sales- 
men. Given more competent deal- 
ers, he said, the company can 
vastly exploit markets that have 
long been almost wholly neglected. 


Large Market for Ranges 


Even in their selling of electric 
ranges, he pointed out, retailers 
have not done very well. Although 
electric refrigerators have reached 
about 70% of the available market, 
only 13%% of the 29,000,000 
wired homes in the nation have 
electric ranges. He said he was 
quite optimistic about this field, 
especially because electricity rates 
have gone down and much rural 
electrification is in the offing. 

Electric dishwashers, Mr. 
Schafer said, have not sold well 
because retailers have thought of 
them as hard to sell, and have not 
tried much to sell them. 

He expressed conviction that 
there is a great as well as an im- 
mediate future for sale of dish- 
washers. The company expects 
to sell at least six times as many 
of these as it did before the war, 


WKY Covers 


Ke Di ages He Co 


OF OKLAHOMA 


WKY Covers the Biggest Part of Its Population, Buying Power and Sales 


4 | ‘HE impartial, statewide survey of ra- 

dio listening in Oklahoma conducted by 
Dr. F. L. Whan of the University of Wich- 
ita, established the fact that WKY is heard 
regularly morning, afternoon and night by 
more persons in Oklahoma than is any other 
station. 


WKY delivers primary service, in the 
morning for instance, to 53.59% of Okla- 
homa’s population. This segment of Okla- 
homa’s population has 58.0% of the state’s 
buying power; 65.2% of the state’s farm in 
come; spends 59.49% of all the money spent 
n retail stores in Oklahoma: does 56.4 
of the state’s food buying, 59.50 of the 
drug buying 


In the afternoon, WKY delivers primary 


service to 52.8¢ f Oklahoma’s population 


56.1%. No other station 
delivers primary service to so many Okla- 
homa listeners, morning, afternoon or night. 


and at night to 


* is an incomplete stand- 
ard of comparison. 
measured radio station coverage in Okla- 


is Oklahoma’s FIRST station be- 
cause it covers and DELIVERS the biggest 
ind best part of Oklahoma. It reaches more 


The same study which 


above, also measured 


WKY was not only the 
station which covered the biggest part of 
WKY was the station to 
which most of the 
tened most of the time. 


people in this area lis- 


WI 


OKLAHOMA CITY 


NBC NETWORK “ @ 


930 KILOCYCLES 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. 
people who have more and, who spend more. The Daily Oklahoman and Times .- The Farmer-Stockman 
idvertisers the most for their KVOR, Colorado Springs - KLZ, Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 


4 
MA 
ee 


and that is only the i 


objective. 4.4.29 
To increase their sale, oweye, e i 
he said it will be nece . Boe 
break down the genera Bit" 
people have that it is on> of thd tk 
housewife’s inevitable sks + Be 


wash and wipe dishes. I). its key 
stores Hotpoint will set up visipic. 
front displays to show W this 
completely automatic di: \wagshe 
works and how importan it eg, 
be to a home. ; 


Price Will Drop 


The Hotpoint dishwashe: whjo, ee: 
sold at $260 before the wor, yh oo" = 
be priced at around $200 i meg. 
ately after production is ro :ume we 
and eventually it will probaby ape 
drop to $149. : we 

Similarly, the company wil] afm © 
tempt to increase sales of its Djs. ; 
posaii garbage elimination ap. 
pliance, which formerly “tailed 
at $160. Whether this price wy CHANG 
drop is not yet known. appea! 

Price policy has not yet beengm this cop 
determined, either, for Hotpoint York e 
new combination _ refrigerator. eral cla! 
freezer. This unit has eight cubj 
feet of regular 50-degree temper: —— 
ture space and two feet of zero. ] 
temperature space, with a separate Two 
compressor for each (unlike mos Gran 
other such units planned for post.f Mills, 
war). Compal 

First Prices Near Cost py nwr 

Combination refrigerators wij] handle 
within a few years become stand. 
ard in homes, Mr. Schafer be-M Devo 
lieves. The prices of the con. 
bination refrigerator, as well as of Devo 
the freezer unit and the garbagfmm New Y 
Disposall, have not yet been de. fas act 
cided on, but the company prob-{m der ¢ 
ably will sell the first new ones special 
at cost or near cost, so as not t trial p! 
antagonize its first customers later 
when production costs and prices {i Joins 
are lowered. Mari 

In this connection, Mr. Schafer Mar! 
said he does not believe OPA con-fMme COPY § 
trols will be necessary so far a Philad 
his industry is concerned, since : 
the electric appliance industry has Brist¢ 
long had an excellent record for Gros 
improving quality of product and Compa 
reducing prices. 455,625 

Builders May Qualify cludin 

He said the company has recom- foreigr 
mended to its distributors that solidat 
they permit building contractors 546 in 
to become retailers providing they 557 in 
meet the standards for dealershi; 
through consistent advertising Kleir 
display and the like.  Askeé he 
whether building contractos i , ee 
might not order more Hotpoint ap- age 
pliances than they need in equip- Chi a 
ping new homes, sell the surplu: prea. 
appliances at cost to friends a Fy 
thus undermine the regular retail jm “°°™ 
outlets, he said that Hotpoint dis- — 
tributors will have to deal with sue 
that possibility. — 

Hotpoint itself has no intention “ 


of fair trading the appliances, but 
distributors will be anxious t 
avoid underselling on the part 0 
any retailers, and some might well 
decide to register under state fait 
trade laws. 

Hotpoint is greatly in favor o 
price advertising as a method of 
standardizing prices, Mr. Schafe! 
reported. He implied that dealers 
will have to advertise prices con 
sistently to qualify for dealerships 
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Advertising Age, April 30, 1945 


CHANGES KEY —Turning from sex 

appea! to nostalgia, d'Orsay is using 

this copy illustrated by Steinberg, New 

York artist, in the May issues of sev- 

eral class magazines. Morton Freund, 
New York, is the agency. 


Two Name Ellis 


Grand View Hotel, George’s 
Mills, N. H., and Plasti-Liner 
Company, maker of plastic liner 
for dentures, have appointed Ellis 
Advertising Company, Buffalo, to 
handle their accounts. 


Devoe Expands 


Devoe & Raynolds Company, 
New York, paint and lacquer firm, 
has acquired the Beckwith-Chan- 
dler Company, Newark, which 
specializes in railroad and indus- 
trial product finishes. 


Joins Geare-Marston 


Marie H. Gatter has joined the 
copy staff of Geare-Marston, Inc., 
Philadelphia. 


Bristol-Myers Sales Up 

Gross sales of Bristol-Myers 
Company, New York, were $34,- 
455,625 in 1944, a new record, 
compared with $28,689,558 in- 
cluding Canadian but excluding 
foreign subsidiaries, in 1943. Con- 
solidated net income was $2,439,- 
546 in 1944 compared with $2,683,- 
557 in 1943. 


Kleiman Opens Agency 

Frederic Kleiman, recently pro- 
duction manager and radio direc- 
tor of Henry H. Teplitz agency, 
Chicago, has opened his own 
agency with offices at 105 W. 
Adams St., Chicago. 
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Is Vitally Needed 
In A $9 Billion 


home furnishings 


This Newspaper — 
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oh oP é seg 
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Postwar Market* 


It’s the nation’s only home furnishings newspaper. Twice every week it blankets U. 5. 
furniture and department stores. Those stores have every right to expect to do 64.4% of 


the estimated $9 billion postwar home furnishings business. They did 64.4% of the 1939 


volume. 


Furniture and department stores have to have a lot of fast news and information to 
operate that much volume. Or any volume. That’s why they need Retailing—the only 


home furnishings publication that provides the news fast enough to do them any good. 


Manufacturers can most quickly, most effectively, get the attention of furniture store 
dealers, department store home furnishings buyers and merchandise managers, if they tell 


their story in Retailing—the one home furnishings paper they all must read. 


[t°s a Faet Retailing—and only Retailing—covers the stores 
that do more than three-quarters of the nation’s total furniture 


and department store home furnishing volume. 
*Projected in “Markets After the War”, issued by the U. S. Department of Commerce. 


The ONLY. Aome furnishings Jwewspaper 


TWICE WEEKLY ° 8B EAST 13th STREET. MEW YORK 3.6. Y 


FAIRCHILD PUBLICATIONS: Retailing Home Furnishings » Women’s Wear Daily + Daily 
News Record « Men's Wear + Fairchild Trade Directories + Fairchild internacional 
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| the order will be filled from stocks| enterprise is not a postwar propo-| room. 


under the G.I. Bill of Richt; 


Store on Wheels | of fresh, frozen, and _ packaged| sition, as the initial operation will} At the district stores, night|buy a partnership in the pola ee . 
|foods, and delivered almost im-| get under way in the San Fran-|crews supply the big “corner| prise. The remaining 25% of the afte 3 
| mediately by motorcycle to the|cisco Bay area just as soon as| grocery” trucks and trailers from| active personnel will be n ide y sratil ; 

. 5 | waiting salesman. equipment now applied for is|the stored stocks, transferring per-|of former independent operato;. that a 

Plan Visualized |. In the meanwhile, the salesman | available. A $10,000,000 corpora-|ishable foods from the district|and others who will shi’ from Manag 

|has also picked up his customer’s|tion is being formed to cover the} store cold storage to freezing com-| war work after war’s end. ‘ . mnt ant 

: laundry and dry cleaning in a|Southern California territory. The| partments on the trucks, filling ie iW 

: 'bag and has it ready for the man|system will be introduced into|customers’ orders for the next Skeptics Not Convince: Panpatl 

" or an rancisco ‘on the motorcycle to take back) other areas and states as rapidly] day’s delivery and stocking shelves Skeptics insist that the Age. j C De 


ito the separate compartment in|as possible. 


: p< the ig, A. with staple items. ciated plan sounds a litile too MM tore 
° |the big truck. Further communi- much like the famous postwar py: ME Other 
* Would Bring Broad _ cations. between the “store on| Plan Independent Associates All Own Stock complete with swimming pool zn: MM the {02 
‘, ' R f S ° | wheels” and the district store and! Under the Associated Food Dis-| The store-to-door truck carries | around-the-deck trolley, anc othe, MM vealed, | 
/ ange o ervices | warehouse by two-way short wave | tributors plan, associated but in-| the conveyors, and is divided into| postwar dreams, to make seny Californ 


. ' radio will also facilitate deliveries. | qgependent companies will operate|four compartments — refrigerator,| But others point out that Georg, orans of 
to Housewives Doors in’ the ssenrute districts. Asso-| frozen foods, vegetables, and gro-|L. Riccomi, promoter of the . nter- ODT to 
; Ready to Start ciated companies, in the territory| cery shelves. The trailer has four] prise, is no business neophyte. to the | 
(Picture on Page 55) | A national truck organization,|for which they were organized| compartments, one for storage, one} Mr. Riccomi started in the gro. J truck ec 
San Francisco, April 26—The| after studying this plan, was im-|to operate, will establish a main|for special orders, and one each/cery and produce busine: 
much-discussed plan of bringing | pressed sufficiently to offer to fur-| plant or depot, comparable to a|for dry cleaning and laundry. his father and brother at 16. ap, ‘Chair 
grocery stores to housewives’ doors | nish the trucking equipment com-| wholesale grocery plant, then open The new marketing system is | subsequently operated in the fry; 


is about to be put in operation | plete on a mileage basis, promoters | district stores, strategically located| based on associated ownership. All| vegetabie and berry business 3. (™@ [SSueS 

here by Associated Food Distribu-|of Associated say. Present plans|for servicing the store-to-door|employes will own stock in the|a grower in the Santa Clara va). Copie: 

tors, Inc., $5,000,000 California of the company call for either|truck and trailer “corner store”|companies. As the system ex-|ley. Impressed with poor market. MM chure BP 

, corporation. buying or renting such equipment. | units. pands, it will provide more and/ing conditions, he established the srocer’s 

’ “Store to Door on Wheels,” an| Salesmen making their thrice- The district stores will be simi-|more business opportunities for | first farmers’ public market, 4, by Chai 
ahead-of-the-times method of food | a-week rounds from the “corner|lar to the chain store of today.|returning veterans and enable|sell direct from producer to cop. turers 

retailing, will place a mobile gro-| grocery store on wheels” will also | However, instead of having three-|them to set up in business for|sumer, in San Francisco in 199) MM with fo 

cery store no farther away than | take orders for such items as fresh | quarters of the space used for|themselves. It is estimated that | Since then he has owned and op. JM be dist 

a block from the doors of every | meats, poultry, and any other|sales and display and one-fourth|75% of the members of the or-| erated several of the better know, copies ¢ 


residential district, according to | foods not carried on the truck, for |for storage, the method will be| ganization will be composed of|restaurants in the San Francisc The t 


Bay area as soon as possible. 
Will Handle Wide Line 


Current plans of Associated | 
Food Distributors also include the, 
distribution of household appli- 
ances such as refrigerators, freez- 
ing units, electric stoves, radios | 
and washing machines. Orders for | 
these items will be taken by the 
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General Advertising 


1 page 200.00 

store-to-door salesmen. Dry clean- 8 pages, per page 130.00 
ing and laundry will also be| 3 Gee Ge cee ites WHAT IS THE MARKET ? 

picked up and delivered. 28 pages, per page 134.00 

Pages, per page 120.00 


Under the new food distribution | 
system, a fleet of great 60-foot, | 
streamlined mobile “stores” will | 
radiate from strategically located 
district stores, covering entire resi- 


No rate holders accepted. 

Rates based on total amount of space used in one 
yest and not on number of insertions. Units in fol- 
owing eizes only: full, half, one-quarter and one- 
eighth page. Rates on fractional pages in proportion 
to the full page rate 


Covers—Non lab! 
Rates include bleed and red or persian orange, pub- 
lisher’s option. 


The nation’s Bakers do a business of nearly $2,000,000,000 (exclusive of 


the biscuit and cracker industry), 
materials, ingredients, equipment an 


urchasing $750,000,000 worth of 
supplies, annually. Leaving out the 


little one-man, or arp a pn shops, the approximate individual range 


of the baker with su 
million dollars a year. 


stantial purchasing power is from $30,000 to several 


traveling grocery stores will park | } a peed 

1 net “ae me - Bp cggperen rit cover: 375.00 There are Three Major Buying Classifi- Making a Uniformly Good Product, Day 
equipped with a rubber-tired con- | Special Positions catens tn the Satiery arse : oy Say : 
veyor, will cover the eight sides | Page three, The Large Combination Baking Companies, The perpetual problem of the bakers in 


of the intersection, stopping at | 
each home and delivering every- | 
day food staples such as bread, | 
butter, eggs, and milk directly | 


Sage opposite editorial page, extra... 


25.00 

Page opposite tabie of contents, extra__._._. 4 

right hand page following text, extra... 25.00 
special positions—rates on req 


Colors 
Publisher’s option of red or persian orange, per page 


having two or more plants and buying 
centrally: There are 82 of these Com- 
bination Companies, having a total of 
770 plants... er a small army of 


the three most important groups de- 
scribed above is to increase the efficiency 
and effectiveness of their production 
methods . . . to improve purity, quality, 


from the stock in his perambu- | 30.00: 1/2 pege 20.00. technical, operative and administrative flavor and nutritive value; to increase 

lat At th ti th hee | Special colors, per page, per color, extra... 90.00 men. These large companies generally profitable variety; and—above all—to 
| COr. /> See SNS OMS the SRE | a ee oe S buy i h vol that most of their maintain uniformity day by day. Engi s 
man will take the housewife’s or- spread 15.00 2 en eee snc pret oe he tage bem yoet od 
: . Special color on covers, extra........................ 90.00 


: der for other food items. 
: Would Use Radio 


Rapid delivery of these orders 
will be accomplished through the 
utilization of every modern means | 
of communication, transportation, | 
and food preservation. When the 

; salesman at the housewife’s door 


takes her order for items not car- 
. ried on his conveyor, he will flash 


) dential areas three times a week. | 
, Manned by crews of nine, the| 


Process color or metallic ink—rates an request. 


inserts (Furnished complete by advertiser) 

Regular bulk space rates apply. 

All inserts should be furnished by advertiser and 
shipped direct to Roy Press, 63 Beekman St., New 
York City 7. 
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urchases, amounting each year to mill- 
ions of dollars worth of equipment, 
materials, supplies and ingredients are 
made direct from the manufacturers. 


The Independent Wholesale Bakers and 
the Retail Bakers doing $50,000 or more: 
These bakeries do a volume of business 
each year that ranges typically from 
$50,000 to $400,000 (in many cases 
running into millions). For the most 
part, purchases of materials, ingredients 


and laboratory technicians help main- 
tain quality control of the product from 
the time the flour is bought until the 
bakery product is eaten, through scien- 
tific methods and with the help of mod- 
ern equipment. 


Selling Baked Goods at a Profit 


On the co side, all pro- 
gressive Bakers, regardless of size, are 
anxious to find new ways to reduce costs, 


rj -w adio | Bleed Pages and supplies are direct from the manu- and work toward more efficient, effec- 
(FCC willing). le ae "eis oe 1 page, extra 25.00 facturers. This important group, buying tive, er = merchandising. Par- 
wheels” at the street corner. There | 1/2 page, extra 30.00 individually, represents the bulk of the ticularly, they are deeply concerned 
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allows for 1/8 inch trim off top, bottom and outside 
margins. Trim size 8-1/8 inches by 11-1/4 inches. 


All live matter should be confined within 1-8/4 


purchasing power in the Baking In- 
dustry. 


with the problem of keeping the vo/ume 
of business attained during the war. So 
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Engravings will be made for advertiser on order and 
charged at prevailing New York engravers’ ecale, 
Plus 10% for handling. Electrotypes of complete 
advertisements will be made upon order and shipped 
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CHIEF PROBLEMS? 


There are 2 major problems— 


1. To make a uniformly good product. 
2. To sell it at a profit, and to maintain 


Through the editorial services of our Labor- 
atory and Engineering Technicians, and 
our Sales and Merchandising experts, 
we help build a bigger industry. 


The Experimental Bakery & Research 
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<ociated is Edwin L. Anderson, re- 
leased Jan. 25 from active service 
fter 30 months as a captain op- 
srating post exchanges. Prior to 
that ne Was for two years general 
manager of Brown-McDonald 
Company, Hastings, Neb., was an 
executive of Denver Dry Goods 
Company, and_group manager for 
J.C. Penney Company’s East Bay 
store 

Ot! ‘ry associates and details of 
the fnancing have not been re- 
vealed, but it is reported that the 
California department of the Vet- 
erans of Foreign Wars has asked 
ODT to give careful consideration 
to the company’s application for 
truck equipment. 


‘Chain Store Age’ 


Issues Grocer’s Manual 
Copies of an eight-page bro- 
chure promoting its 12th annual 
srocer’s manual have been mailed 
by Chain Store Age to manufac- 
, and agencies 


turers concerned 
with food merchandising. It will 
be distributed with the 20,000 


copies of the July issue. 

The booklet, in two colors, dra- 
matizes the chain grocery store 
manager as the answer man for 


millions of food buying house- 
wives, and contains statistics and 
charts covering dollar volume of 
grocery stores compared to other 
American industries, grocery pur- 
chases broken down by days, and 
the number of days’ food supplies 
usually purchased. 


To Blaine-Thompson 

Walter Lurie, formerly eastern 
program manager of the Biow 
Company, New York, has joined 
Blaine-Thompson Company, New 
York, as its creative radio head. 
The agency has added an addi- 
tional floor of space at its present 
address, 234 W. 44th St., and 
recently added the following ac- 
counts: Krasdale Foods, Reliance 
Textile Corporation, Sharp & 
Shearer cough drops, Tylon 
Beauty Products and Martin Lab- 
oratories. 


Oglivie Sisters Promote 

Susanne Rudick, assistant office 
manager of Ogilvie Sisters, New 
York, manufacturer and distribu- 
tor of hair preparations, has been 
appointed sales promotional di- 
rector, succeeding Claire Voor- 
hees, resigned, 


Symbol Certifying 


Circulation Used 
by Car Card Group 


New York, April 25.—The Na- 
tional Association of Transporta- 
tion Advertising has adopted a 
new insigne to designate certified 
circulation. 

In February, 
adopted the following standards 
for transportation advertising 
circulation reports: 

1. Each unit of count to be one 
person riding one carded vehicle 
continuously. 

2. Circulation reports are to be 
submitted semi-annually and shall 
be based on average monthly 
rides for the first and last six- 


month period in each calendar 
year. 
3. Official NATA circulation 


forms are to be filled out by the 
traffic department of the transit 
company within 90 days of the 
close of the period, and each re- 
port must carry the signature of a 
transit company official. 

4. NATA checks the reports 
and if they are in order, Standard 


1944, NATA, | 


Rate and Data Service is in- 
structed to designate the circula- 
tion as certified by NATA. 

The new symbol appears in the 
current issue of Standard Rate & 
Data, and consists of the letters 
NATA in a banner. 


To Smalley, Levitt 


Stewart L. Klingelsmith, for- 
merly coordinator of the indus- 
trial relations division of Lock- 
heed Aircraft 
joined Smalley, Levitt & Smith, 
Los Angeles, as account executive. 


To Centnestbentnen 


Frank E. Irsch Jr., recently a 
captain in the chemical warfare 
service, has joined Gardner-Rich- 
ardson Company, Middletown, O., 
and will be located at the com- 
pany’s New York sales office. 


Cosmos to Wiley 


Cosmos Shipping Company, New 
York, freight forwarder and cus- 
tom house broker, has appointed 
Walter W. Wiley Advertising, New 
York, to handle its account. 


a 


Corporation, has} 


technical progress even more than to 
report developments from the field. The 
wisdom of this publishing philosophy 
has been increasingly demonstrated over 
the last 25 years as the necessity has in- 
creased for close controls, chemical 
analyses of ingredients, research in new 
developments, changes in methods of 
production and operations. 


An independent experimental bakery is a 
valuable asset to the entire industry. 
We can, through our own research, find 
the answers to many of the problems 
that beset the industry. Hence, we are in 
a better position to disseminate useful 
information to interested bakers every- 
where. 


Bakers have had the problem during the 
last few years of feeding more people 
than ever before, doing it with less of 
their basic materials, and under chang- 
ing conditions that require quick adjust- 
ments in formulas and methods. The 
value of our experimental bakery is 
demonstrated by the help it has given 
through the editorial columns on adapt- 
ing formulas to alternate materials. 


Another important function of the experimental 
bakery and research laboratory is to test the 
utility and adaptability of materials, ingredi- 
ents and equipment to the Baking industry. 
Unbiased advice is furnished to the manu- 
acturers, or their agencies, of such products. 


Engineering Service: Rigid controls on 
the ingredient side of the formula are of 
little avail unless equally exact controls 
can be achieved on the mechanical side. 
To help bakers secure this greater pro- 
duction efficiency and day-by-day uni- 
formity, Bakers Weekly’s Engineering 
Department develops methods and re- 
ports successful practices to the bakers 
on such subjects as efficient bakery lay- 
out; measurement and control of temper- 
ature, humidity and heat in all states of 
the baking process; insulation and how 
to use it; maintenance, repair and up- 
keep of equipment; mixing, fermenta- 
tion, make-up, proofing, baking, cooling 
and wrapping procedure, and many 
other equally important production 
topics. 


Because the engineers in this department 
work so closely with bakers in the field, 
and know their problems so intimately, 
they are frequently called in by manu- 
facturers to work with them on new 
machines or accessories from the blue 
print stage to the time when test runs 
are made in a bakery. For example, the 
Engineering Department has helped the 
industry develop highspeed mixing, has 
helped bring about greater efficiency in 
bread-slicing and packaging machines; 
and has revolutionized cost control 
systems. 


CoiMlete factual reports on the adapta- 
bility, application and sales potentialities of 
practically every product used by the Baker 
are available from our files. 


3 360 North Michigan Avenue, 
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THE SALES FORUM .. . dedicated to 
maintaining present baking volume post- 
war. Bakery sales have, during the war, 
risen to the highest in history. To main- 
tain that volume, bakers will have to 
develop new, constructive sales and 
merchandising procedures. To that end, 
a new weekly feature has been incor- 
porated in Bakers Weekly—the SALES 
FORUM. It brings bakers help on such 
problems as distribution, point of sale 
merchandising, window displays, pack- 
aging, personal selling hints and em- 
ployee relations. One of the principal 
aims is to help bakers understand the 
sound principles of marketing . . . how 
to analyze customer needs and how to fit 
merchandise and services to the needs 
of their individual markets. 


WASHINGTON NEWS 
FLASHES 


The on-the-spot coverage each week of 
WASHINGTON NEWS, the only service 
of its kind gathered and edited ex- 
clusively for the Baking industry, is of 
paramount importance to Bakers, to 
advertisers and government, alike. To 
insure authoritative interpretation and 
forecast of the lightning-fast changes 
in Government rules and programs, we 
increased our full-time Washington 
staff; moved one of our best editorial 
men to take charge; increased every 
facility so as to give complete, up-to- 
the-minute reports ef what has hap- 
pened and what is developing on the 
Washington front that vitally affects 
the bakery business. 
a ee i ae 


THE EDITORIAL STAFF THAT 
CARRIES OUT THIS COM- 
PREHENSIVE PROGRAM: 


Bakers Weekly is headed by experienced 
Editors, each of whom is a specialist in 
one or more phases of the Baking in- 
dustry, such as engineering, laboratory, 
bakery shop procedure, sales and mer- 
chandising, tax procedure and cost 
accounting. Their background includes 
technical, chemical and engineering 
experience; retail sales and marketing 
experience. 


Peter G. Pirrie, Editor-in-Chief 

Leslie M. Dawson, Managing Editor 
Charles A. Glabau, Technical Director 
John M. Hartley, Retail Editor 


George Chussler, Jr., Merchandising 
Editor 


Ruth E. Gardner, Laboratory Chemist 
Henry F. Voll, Bakery Technician 


James R. Phelan, Assistant to the Editor- 
in-Chief 


Fred W. Colquhoun, Tlour and Financial 
News Editor 


Arthur T. Joyce, Director Washington 
Bureau 


Edna B. Macknet, Assistant Director 
Washington Bureau 


Eva H. Scafer, News Editor 


WHAT RESPONSE CAN 
ADVERTISERS EXPECT FROM 
BAKERS WEEKLY READERS? 


Advertisers who offer our readers any- 
thing that will help with their problems, 
find them responsive. It ail depends 
upon the kind of information that ad- 
vertisers put into their space. A manu- 
facturer whose equipment has practical 
applications in the baking field, gets 
best results when he backs up his claims 
with reasonable evidence, and _ fully 
explains the features of his product in 
terms of its specific advantages to the 
baker. Any advertiser who offers useful 
literature gets a tremendous response 
when his ad describes just what the 
literature contains and in what way it 
can be useful to the Bakers. 


Bakers Weekly readers respond to ad- 
vertising that is helpful and informative 
for the same reason that they write so 
voluminously to our Editors. From the 
large Combination Baking Companies, 
the Independent Wholesale oan Pro- 
gressive Retail Bakers, come thousands 
of inquiries each year to the Experi- 
mental Bakery, the Engineering De- 
partment and the Sales and Merchandis- 
ing Editors. 


Advertisers can be guided by this fact: 
These progressive bakers are interested 
in learning more about anything that 
can help them operate a better and more 
profitable business ... whether it per- 
tains to the machinery, supplies and 
equipment they work with, or the in- 
gredients they use in their products. 


Practical Bakery men; specialists in all technical 
phases, in engineering and in marketing; are 
available in our New York and Chicago offices 
to cooperate fully with any manufacturer or 
advertising agency interested in the Baking 
industry. 


Directory of Selected 
Bakeries Available to Ad- 
vertisers 


Bakers Weekly compiles an annual 
Directory containing the names of 
bakery establishments which do $50,000 
or more business annyally. It describes 
the type of business operated, kind of 
products made, number of delivery 
trucks, names of owners, operating ex- 
ecutives, etc. Those who have used it 
say it is an extremely valuable sales 
tool in marketing to bakers. 
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Ayer Asks Better 
Magazine Data 


New York, April 25.—A _ sug- 
‘gested outline for publishers of 
‘consumer magazines to help 
‘agency media men was presented 
here by N. W. Ayer & Son, Inc., 
\today. Titled, “Suggested Outline 
|for Market Data Book,” the book- 
|let outlines the information most 
|media men seek. The agency ex- 
plained that the compiling of all 
| this information in one unit would 
| perform an invaluable service for 
agency men and advertisers and 
would facilitate space buying. 

The book would be letter-size 
and loose leaf so that new data 
could be readily inserted. Further- 
more, the agency said that the 
book would be useless unless the 
publisher kept it up to date. 

Among the recommended sec- 
tions were: Type and character of 


readers; circulation; mechanical 
requirements; cost; advertising 
volume and promotion material 
used. 


Campbell-Mithun Names 
Knopp, Mortland V.P.s 


Election of Louis M. Knopp and 
John K. Mortland as vice-presi- 
dents of Campbell-Mithun, Inc., 


oes 


Louis M. Knopp John K. Mortland 


has been announced by R. O. 
| Mithun, president of the Minne- 
apolis and Chicago agency. 

Mr. Knopp joined the agency 
as radio creator in 1939 following 
extensive experience as a news- 
| paper reporter, circulation promo- 
| tion manager and radio writer and 
producer. Mr. Mortland has been 
an account executive with the firm 
since 1933. 


‘Nebraska Okays ASCAP 


| The Nebraska legislature has 
| passed a bill permitting the Amer- 
‘ican Society of Composers, Au- 
\thors and Publishers to resume 
|doing business in the state. The 
| measure, needing only the gover- 
/nor’s signature, repeals the Neb- 
raska anti-ASCAP law of 1937. 
The state was the last holding out 
against ASCAP operations. 


---- 60% Above 
National Average! 


| Winston-Salem, an ACTIVE mar- 
ket, is distinguished by an ACTIVE 
Chamber of Commerce... so 
much so that it ranks 60°/, above 
the national average in member- 
ship. 

What's more, 100 new members 
were gained recently in a volun- 
tary membership campaign. 


Naturally, the facilities of this 
active organization are available 
to advertisers seeking market in- 
| formation. 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 
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Nominates ‘Queen Helen’ 


To the Editor: “Mary J. Mc- 
Clung is the first . . . woman ad- 
vertising director of a metropoli- 
tan newspaper. “” (AA, April 
16). 

It seems to me there once was 
(and still is, I sincerely trust) a 
charming and remarkably talented 
feminine director of advertising 
of a metropolitan newspaper 
known to many readers of The 
Saturday Evening Post as ‘“‘Queen 
Helen.” 

I refer, of course, to Mrs. Helen 
Rogers Reid who, even before the 
20’s, ably directed the advertising 


destinies of the New York Tribune, | 


later the New York Herald Trib- 
une. Under her shrewd leadership 
in advertising as well as editorial 
and business policies, the growth 
of that publication is a familiar 
and inspiring story to a_ great 
many Americans. 


This department is a reader’s forum. Le 


I am certain that the beautiful 


land brilliant Miss McClung will 
/'concur quickly in this nomination 


of “our first lady of metropolitan 
newspaper advertising.” 
R. W. DENMAN, 

Advertising Manager, Ameri- 

can Machine and Metals, Inc., 

East Moline, II. 
= . » ¥ v ea ‘i 
Science of Advertising 
Still in Its Infancy 

To the Editor: Frank Effinger’s 
letter about a science of advertis- 
ing in your April 9 issue, reminds 
me of the years I put in trying to 
develop this idea. As any science 
begins with the exchange of ex- 
perience, my trials and failures 
may be of interest to other read- 
ers. 

Having a scientific turn of mind 
and considerable experience in 
promoting inquiries and sales 
through space and mail advertis- 


ing, I was tempted to believe that 
advertising could be made an ex- 
act science. I had an opportunity 
to make a close study of this idea 
during the latter ’30’s when I be- 
came editor (under my writing 
name, (Alexander Weaver) of 
“Modern Advertising.” This job 
gave me the privilege of inter- 
viewing advertising managers and 
agency men to learn their ex- 
periences. 

A science must be built up from 
the ground of experience, from 
facts known and measured. If 
you start from a set of arbitrary 
rules and practices, even if they 
are ideals that everyone approves, 
the result is what scientists call 
a “theology.” A_ science deals 
with facts as they are, and not 
with things as they ought to be. 

To learn what advertising is, 
in practice, I made a number of 
detailed case studies of complete 
advertising programs of different 


SEE WHAT A MARKET 
These Little Pigs Make 


| pregreed little porkers . . 


. floods of golden corn . 


on Iowa’s lush acres... 
Put them all together—what do they spell? 


Just this: one of the country’s richest URBAN markets .. . 


Top Twenty. 


. . cows and hens thriving 


ranking among the 


Why an warban market? Because lowa’s agricultural wealth is channeled into 


lowa towns and cities. . 


unending tune of lowa’s amazing prosperity. 
And what an urban market! It spends $46,291,000 yearly for drugs and cosmetics 


.. . $253,387,000 for groceries . 


the half of it! 


. into the stores and shops where cash registers ring an 


. . $85,920,000 for clothing . . . and that’s not 


The easiest, lowest-cost, most effective way to reach urban Iowa is through the 
Des Moines Register & Tribune. This newspaper reaches urban buyers in every 


nook and corner of Iowa... 


retail dealers as well! 


and, for good measure, throws in the majority of 


Put urban lowa on your list with the Des Moines Register & Tribune—then let 
urban Iowa put YOU ahead in sales. 


Covered 
by 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


types. Most advertisers were co- 
operative and the reports became 
|a popular editorial feature; but 
the more I learned about the 
‘structure and operations of actual 
campaigns, the less did advertis- 
ing look like a science. Indeed, 
I was forced by experience to the 
conclusion that advertising is not 
and cannot be a science but is 
an art which utilizes every pos- 
sible scientific operation it can 
adapt to its obectives. 

This idea of an art based on 
science finds its most ancient and 
honorable example in medicine, 
including surgery. In an art there 
is no methodological substitute 
for intelligence and skill. The hu- 
man factor is fundamental. Two 
surgeons can use the same scien- 
tific routine, and one will have a 
brilliant success and the other will 
botch the job. In the same way, 
my study of what advertising men 
were actually doing brought home 
to me that no set of standard 
practices or methods would, of 
themselves, raise the standards of 
advertising. As in the medical 
profession, the basic problem is 
human: To attract, encourage, 
and train good men. Given good 
men, you will get good advertis- 
ing, and higher ethical standards. 

I pursued the idea of a science 
of advertising into science itself, 
and put in some years studying 
the human sciences—psychology, 
anthropology, psychiatry and neu- 
rology. Here I found a treasure 
of good reading, and an unex- 
pected picture of what we face 
in trying to create a science of 
advertising. The first fact to 
strike me was that there is no 
science of man worthy of the 
name! 

In 1939 an eminent neurologist, 
Foster Kennedy, said in his Presi- 
dential Address to the ARNMD, 
a distinguished group of psycholo- 


gists, psychiatrists and neurolo- 
gists: 
“No army hopes to_ succeed 


without an intelligence corps and 
a general staff to gather and sift 
facts and near-facts from fiction, 
and to bring a resultant of forces 
from the whole. For this in our 
work we need a science of man— 
a science which may be found to 
have rules of its own, hypotheses 
of its own, and relationships of 
its own. For it will have to deal 
not only with man as an entity, 
variable in his own terms, but 
variable too in terms of his en- 
vironment, social, material and 
cosmic. We must use technique 
to gather information; we need 
intuition, and a sense of history 
and philosophy to integrate it.” 

This is how a leading scientific 
student of man saw the problem 
of creating a basic science of man 
in 1939. The basic job is barely 
started. And yet, if advertising 
is a science, it is a branch of ap- 
plied psychology and anthropol- 
| ogy, an applied “Science of Man.” 
|'How we can have an applied 
|science before we have a _ basic 
| science, is more than I can under- 
stand. 

I find the foregoing discourage- 
|ments very stimulating. They 
| suggest that the art and science 
of advertising, like the science of 
man and the art of curing his 
physical and mental ills, is still 
|in its infancy. There is unlimited 
| growth ahead if we do not take 
the infant in its swaddling clothes 
|}and lock it up in a prematurely 
'fixed set of codes and practices. 
Give the kid a chance to grow. 
|Encourage good men to experi- 


ment instead of holding them 
| down by authoritative rules of 
| procedure. 


I think it would pay advertising 
|men to study the literature of 
medicine and, like modern medi- 
ical students, to take to heart the 
| wise words of Hippocrates, father 
of medicine: “Life is short, art 
|long, opportunity fleeting, expe- 
|rience treacherous, judgment dif- 
ficult.” In the art of advertising 
there can ‘be no scientific substi- 
tute for creative intelligence and 


Metropolitan lowa-— pe axmemee Weare EBIN, 
THE DES MOINES REGISTER ann TRIBUNE. 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES | 


Consultant in Advertising and 
Public Relations, Chicago. 
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Song Gets Boost 


To the Editor: Toledo Blade’s 
“Jones Junior High” ad in ApDVER- 
|TISING AGE for April 9 reminds 
|us that this great human interest 
\“story of a song’ was dramatized 


during the March 17 broa 
“Report to the Nation.” 
Audience response indica 
the home front has taken 
Junior High” to its singin 


as enthusiastically as ha pe 
fighting men in the South ific 
As “Report’s” narrator, Joh» Daly 
explained, “Only an Ameri can 
explain what it has that kes 


it click.” 

We are sending a copy the 
script. “Report to the N\ n.” 
sponsored by our client, th 
tinental Can Company, is ied 
by 144 stations of the Co! 
Broadcasting System. 


R. C. Brow 


Batten, Barton, Durstine ¢ 
Osborn, New York. 
oe v 
Shepherds or Strafers? 
To the Editor: For severa| 
months now “The Folks on Gos. 


pel Hill” have been sending ys 
reprints of stationery that they 
have designed for industria ( 


and 
commercial clients. From their 
pious appellation and their senti- 


mental layouts I had formed a 


tHE FOLKS 


© CAN G4 Gee y's je 2 BE ee a er 


Aton Compelling Litcchands 


600 COUTE Bees CTHEEE Saeren care 
aeett ff 


mental impression of their estab- 
lishment as being something like 
a monastery with long-haired 
artists working in the seclusion of 
their individual cells and looking 
over the raucus world of business 
with a slight disdain. 

Imagine my surprise this morn- 
ing to find the enclosed letter 
which shows the “folks” become 
military minded, and battering at 
our office door with machine guns 
mounted in both wings of thei 
Airacobra. 

Now I hardly know what to 
think of them. What would you 
say—are they shepherds or are 
they strafers? 


ROBERT S. Cook, 
Promotion Manager, The 
E. F. Hauserman Company, 
Cleveland. 
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Upholds Piper Cub’s 
Place in Industry 


To the Editor: Your story on 
small plane makers, etc., in the 
April 9 issue is interesting, but 
where is mention of Piper Cub’ 
Two out of every three aircrait 
(excepting military) registered in 
the U. S. before the war were 
Cubs. Piper Cub outsold the rest 
of the industry combined two to 
one in number of units, and when 
the U. S. Army began to accept 
light planes for military use, 1 
stayed right in there. 

To people who know the picture, 
Cub is expected to maintain its 
lead in postwar sales for a num- 
ber of technical reasons, Cu 3 
also the biggest advertiser in the 
light plane field. Your story men- 
tions all the small fry and ignores 
the General Motors, Chrysler and 
Ford—all rolled up in one—«! the 
private aircraft industry. 

You might be interested to .10W 
that competent authorities rect 
light aircraft manufacturing ut- 
dollar transport aircraft mam.!ac- 
turing at least four to one Dr 


C. C. Furnas, research direc’ r of 
Curtiss-Wright, figures tha! 570 
|planes will take care of as uch 
passenger traffic as is now cried 
in the U. S. by rail. That ins 

a market for fewer than 100 ns° 

ports a year. 

Yet if mewspapers and er 
|media would get behind ame 
\flying and its need for ! ng 
| facilities — without whic! re 
| will be no industry to spe: _ 
| they would wake up wit! ig 
land husky new postwar T° 
| tiser. 

RoBERT REE 
Robert Reeds & Assoc 
Toronto, Ont. 

[Editor’s Note: Piper Cu rt 
|portance in the industry at 
| ported in a second story ~ 
airplane makers, in the A 10 


| AA, and in a separate stor) 
| Piper alone in the April 24 
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st of wa * interest that they should help to : . tures have been sent to service-| editor, editor and general manager 
Brilish Industry get something started. They dem- Gustinettes to Lyon; men in camps all over the world,}of King Features and Bradley 
that « onstrate their belief by being the Thornton Ads Resume and more than 200 Army publi-| Kelly, assistant editor and assist- 
Mes Pla 1s World-Wide first to guarantee a financial con- Gustin Guild-Rest, Inc., New] cations have featured the girls. ant general manager. Seymour 
eart i tribution for three years to start} York creator and manufacturer of Berkson, managing editor of INS, 
our Research Unit the ball rolling.” Gustinettes, women’s slippers, Name Gortatowsky Head becomes general manager. Barry 
iatlss eles hua _—_—_—— _ — re — — Inc., of Moura Syndicates Faris continues as editor-in-chief 
daly, oncon, April 7.—The ver- s ew York, to handle a forthcom- of INS. 
can Low ssociation of Great Britain Weeker Promotes Pajama ing campaign in women’s maga- J. D. Gortatowsky, general man- ~~~ - 
kes J... developed an unusual plan Lubin Weeker Company, New | zines. ager of Hearst newspapers, has vy Mark Dr 
jesign: 4 to provide British manu-| York manufacturer of men’s pa- Walter Thornton newspaper ads,|also been appointed president of ° arket ugs 
the fact s with their own non-/|jamas, is starting a campaign in| featuring pin-up cover girls, are|King Features Syndicate and In- Alfred N. Phillips has estab- 
on,” HB oft, world-wide market re-| Esquire and True Magazine, using| being resumed, through S. Duane| ternational News Service. He suc-|lished Phillips Pharmaceutical 
On- HB earch organization. color ads. Williams Advertising|Lyon, with 300-line insertions in| ceeds the late Joseph V. Connolly. | Products, Darien, Conn., to mar- 7 
ried Spo! ored by leading industrial Agency, New York, handles the metropolitan papers.. More than a Mr. Gortatowsky has appointed| ket several pharmaceuticals, in- 
‘Ola Be .ompanies and advertising agen- | account. million autographed pin-up pic-| Ward Greene, present executive| cluding Norsec toothpaste. 
ies, an) organization to be known *. 
4; Betro (British Export Trade y 
& Research Organization), will aim 
+ giving British industry its own , 
-ervice of market research abroad. 
The Department of Overseas 
s? trade has stated that it is favor- 
over.) [ably disposed towards the aims 
Go. and objects of the organization. 
ing us Open to All 
they Betro will be self - supporting 
: thele and non-profit making, and mem- 
heir Hiv orship will be open to all British } | 
oars companies. It will cooperate with 
oS @ Zi ony government department or 
commercial organization which 
has for its aim the promotion of e g 
British trade overseas. 
A membership drive will be 
started shortly to procure founder q “ 
members at £500 a year for three ‘ “ ~¢ ™ ee 
years, and ordinary members at ; - : 
JiLL (100 a year. Membership pro- e 3 
Vives vides the use of facilities of any 
verseas Betro branch and the fe | - WEA LTH 
right to order consumer research 
ee n any area desired, at minimum 
st. 
estab- Betro will be governed by an ed TO DAY’S 
g like Hi unpaid council and executive 
remit ommittee representative of Brit- 
ion OL Bich industry, and will work in 
poking lose association with an overseas 
isiness HM advertising service being set up. | 
morn- Lever In at Start & 
Paseo Preliminary work on Betro was | 
‘ig undertaken by a committee headed | 
<q. Be. ‘ Ivor Cooper of Lever Bro: | 
> guns y pe I OS., 
their vho said at the conference an- 
nouncing the formation of the or- 
: ganization: H ion’s i i o 
at to Tre job which has to be done - > Topping the nation’s increase in manu 
rare ME oy = . re facturing by 300 % in the past 39 years, to- 
I ques " s O ar- . 
; ets, for hundreds "s perhaps day’s New South has a lion’s share of new 
my tnhousands——oO inads of goods, to . 
0 assemble, collate, classify, inter- national wealth! From 1900 to 1939, the 
any, pret, and finally disseminate this ’ i 8 : 
nformation, ‘That is a size of job South’s gain in manufacturing has been more 
vhich only a few concerns in this | ; i i 
untry can afford to take on| than 700%, while the national gain was 
ngle-handed. And it is that fact | i 
hich really led to this project. | 400%. States outside the South showed a 
“Some large concerns in Eng- . : 
ry on and who have been using pot gain of approximately 366%. Latest Bureau 
n the et research overseas for a good 
, but Mmeny years are convinced that of Census figures are for 1939, but the 
Cub’ this work is vital to the future of 


South’s increase in manufacturing since 

1939 is estimated at 40%. The South is 

wealthy—the South is lusty and young 
—the South has enormous purchasing power! 
Invest your advertising dollars in the New South —the 

South that has a lion’s share of manufacturing wealth... 
( | \ and get a lion’s share of advertising returns by using 


Holland’s—the magazine of today’s New South! 
GET FULL COVERAGE bi Hand’s |= 
OF THE SOUTH WITH..SHOHANG S$ |... 
Holland's swings your advertising schedule into balance in today's New 
South. Whether you use leading general magazines, leading women's 3 Leading 


reraft uw export trade, and they have 
red in neeived it to be in the nation’s 


86.4% of National Average 
Without Holland's 


118% WITH HOLLAND'S © 


86.25% of National Average 
Without Holland's 


is ske ae > 


BEER 52225 


magazines, or leading magazines in the shelter group—wunless you use press 105°> WITH HOLLAND'S 
Holland's, your ad will lack from 14% to 30% of the coverage you 

get throughout the rest of the nation. But ADD Holland's, and in every a 70.90% of Malena! Aver K 
case your coverage of the South jumps to more than 100% of the na- uP ivi age Without Holland's 


tional average! Magazines 
HERE'S HOW HOLLAND'S GIVES YOU FULL COVERAGE OF THE SOUTH > 


Van Buren Street, Chicago § AGO * 20 GLOBE-D OCR sii acd a t = anil ; 
‘se send “How To Plan The Home You Want” PEP ly Se : sate. ail a oi a 5 a, @han 


eae ea 
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Kalamazoo Stove 
Readies New Line 


for Store Sales 


Drops Mail Order 
Selling, but Plans 
Mass Production 


(Picture on Page 55) 

Kalamazoo, Mich., April 26.— 
The Kalamazoo Stove & Furnace 
Company, once one of the nation’s 
leading direct mail merchandisers, 
plans to revamp its manufactur- 
ing and merchandising methods 
after the war and sell a complete 
appliance line through department 
stores, dealers and its own fac- 
tory-owned stores. 

Though still engaged 95% in 
war work, the 45-year-old com- 
pany has set up a reconversion 
program, requiring the immediate 
spending of approximately $1,500,- 
000, to modernize and streamline 
its whole production operation. 

In the meantime, Kalamazoo has 
dropped its famous slogan, “A 
Kalamazoo Direct to You,” in 
favor of an enlarged logotype— 
“Kalamazoo Stoves and Furnaces 
—Quality Leaders Since 1901”— 
and has slapped it across the cen- 
ter of current magazine and farm 
publication advertisements. 


Mail Order Selling ‘Out’ 


the war, Kalamazoo’s 
policy was to sell only 


Before 
sales 


through a mail order catalog and | turing and processing of war ma- 
factory-owned stores operating in terials, with gross sales exceeding | 
A. L,| $9,700,000 and net profit amount- | 


14 states. According to 
Blakeslee, president, the new mer- | 
chandising setup will drop mail | 
order selling, which accounted for 
only 5.5% of gross sales in 1941, 


| 
| 


| low-price field. 


concentrate on 
dealers 
now, 


and 
stores, 
chised 
stores. 
The range and furnace manu- 
facturer operated almost 300 stores 
before Pearl Harbor, mostly east| told stockholders, “we sincerely 
of the Mississippi. About the same | believe that we should make ad- 
number is contemplated after the | vance designs available to the pub- 
war. Company executives believe|lic at the earliest time practi- 
that department stores will find | cable.” 
the modernized Kalamazoo line New models designed by Walter 
highly attractive as one which will | Dorwin Teague and Jack Morgan 
give them a chance to compete in|have been developed to a point 
the highly competitive quality) where they can be made as soon 
‘as wartime restrictions are lifted, 
machine tools become available, 
| and plant reconversion permits. 
Going into major cities for the 
| first time after the war, Kalama- 
zoo will begin an aggressive ad- 


. ; “i .|vertising and sales campaign to 
little financing required on their| jake its name a still greater fac- 


part. Franchised dealers will mar- | : ee 
ket the entire Kalamazoo line of | ho caer asaeeee oe p Ps peice 
gas and electric ranges, combina-|-<.jes organization will carry it 


tion gas, oil and coal ranges, coal | | successfully through the “era of 


and wood ranges, heaters and fur- | 
naces, and probably will merchan- | ae ngs A so Hg short 


dise refrigerators and washing ma- 
Appeals to Younger Market 


chines as well. | 
In current advertising, the com- 


_ Kalamazoo, a consistent adver- 
tiser since 1901 through good years pany is appealing to a younger 
group, soldiers, sailors, Marines, 


who are being fran- | 
and factory-owned 


tion of the new line of merchan- 
dise. 
| firmly with our 2,000,000 users 
and to enhance our position in the 
industry,” Mr. Blakeslee recently 


Will Help New Dealers 


The company also Is prepared { 
to help new retailers get started | 
in business for themselves, with 


and bad, started exclusively as a 
direct mail operator. To expand 


department | peacetime asset in mass produc- | 


“To entrench ourselves more! Kalamazoo units. 


ape 
mee 


etc., 
stitute a huge postwar market for 
Copy stresses 
greater postwar values because of 
mass production and distribution. 

While institutional in style, the 
ads carry coupons offering a new 
booklet, ‘‘“New Ideas for Your Kit- 
chen,” and small type boxes ask- 
ing dealers to write for informa- 
tion about franchises. The 1945 
series is running in The American 
Weekly, Better Homes & Gardens, 
Farm Journal & Farmer’s Wife, 
Good Housekeeping, Liberty, Life, 
McCall’s, Popular Publications, 
Successful Farming, True Story, 
Woman’s Day and Woman’s Home 
Companion. Macfadden Women’s 
Group probably will be added to 
the list later. 

Fulton, Morrissey Company, 
Chicago, is the agency in charge. 


FLORENCE STOVE 
STARTS CAMPAIGN 

Gardner, Mass., April 24.—Built 
around the slogan, ‘Meet Flor- 
ence,” one of the largest adver- 
tising campaigns in the history of 
the heating industry has been 
launched by the Florence Stove 
Company. 

Although the firm is still sup- 


in the belief that it will con-| 


Advertising Age, 


plying huge quantities | 
ment for the armed force 
E. Golden, general sales anag, 
said it has taken the view 4), 
help for dealers in buildin» grea;, 
postwar ; 


equiy 


A personality to rep 


esey 
“Florence” was created e-pecjg 
for the campaign, which sche 


uled to run in a list of magaziy 
including American Home, 7; 
American Weekly, Farm 
& Farmer’s Wife, Good 


keeping and This Week Magaziy 
In addition, Sunday magazine ge 
tions and Sunday newspspers , 
all principal markets of the coy 


try will be employed. The cop 
pany says that eight out of ; 
families able to buy ranzes ay 
heaters will be “meeting Fo; 
ence” through these ads. 

The “Meet Florence” theme ; 
being explained to dealers y; 
copy in 13 trade publ 


the agency in charge. 


CJIC Appoints McGillvrg 


Gillvra, 
sentative. 


Inec., as national 


its original furnace busjness, it 
began opening company-owned 
stores, starting in Grand Rapids 
and extending through the East. 
Stoves were added to the line 
later, with salesmen concentrat- 
ing on rural districts and steadily 
building company volume. 

With civilian production halted 
and war orders calling for full 
capacity, the company stopped 
sending out its catalogs and closed 
practically all of its stores. Dur- 
jing 1944, 95% of its production | 
capacity was devoted to manufac- | 


|ing to $603,843. 
When its war work is completed | | 


or cancelled, Kalamazoo expects 


its war experience to become a 


Neo 
WORCESTER 


‘Our precision stamped and rolled products have 
served a vital part of major products since 1883. Post- 
war products will draw still more extensively on the use 
of stampings, due to the advance made with stainless | 
steel and other alloys, magnesium and other metals. 
With our quadrupled output for the Army and the Navy, 
we are in a better position to serve industry than ever 


before 


ties and jobs to Worcester. ’ 


PRESSED STEEL CO. 


Adds evidence ta Worcester’s 
Postwar Stability 


“We are counting on 
new PRESTEEL techniques 
added to old skills to main- 
tain the volume of this 


a“ 


plant postwar... 


John W. Higgins 
President 


to bring skill, incentives, rewards, opportuni- 


Once more a principal Worcester industry has expressed the importance 


of Worcester as a postwor market 


coverage 
over 80,000 Sunday 
Trading Zones 440,770 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTn Puitisher- 
“ASSOCIATES, NATIONAL REPR 


with the Telegram-Gazette’s circulation 
City Zone Population 235,125. City aod Retail 


a market which receives blanket 


over 130,000 Daily, 


MILLS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds." °""' 


NEW YORK - 


OWNERS of RADIO STATION WTAG 


CHICAGO - 


endeavors! Keep step with those Gls! 


THE CHAMPION PAPER AND FIBRE CO., Ham@ti 


AT HAMILTON, OHIO . 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OF 


PHILADELPHIA »- CLEVELAND - 


» GCRNTUN, Ie. S23 


ARE 


Maybe you have been wearing out your feet in the war effort. But th 
war goes on, and so long as one man goes forward overseas, all at hom 
must keep step with him. Advertisers have aroused our people to th 
| obligations imposed by war. Now Uncle Sam says all this must col 
| tinue long after victory in Europe. So slip back into those fight 
| shoes and keep going! Let your advertising persistently sell the salvag 
of paper, fat, tin and old rags, the purchase of War Bonds, use ' 
V-Mail, the giving of blood, the support of USO and all other (over! 


ment campaigns. And don’t forget to lend your personal aid to thes 


. HOUSTON, TE*. > 


FICES 


BOSTON - ST. LOUIS « CIN 


arvey 


sales should beg 1 eap, 


ations! 
Ruthrauff & Ryan, New York, ; 


CJIC, Sault Ste. Marie, Ont.. ha 
appointed Joseph Hershey \p. 
repre. 
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Magnavox Retains 
3.Year Series on 


Love of Music 


Ft, Wayne, Ind., April 24.—The 
vox Company, which three 


Mag! 

oi go decided to promote ap- 
»reciation of good music and art 
‘ce vitally affecting the sale of its 
products, has entered a fourth 
shase of its advertising phi- 
Josopny- 

The current campaign, according 
to Rhoades Newbell, advertising 
manager, Will be. “directed at 
selling down the idea that you 
have to be a professional musician 


to enjoy good music” or that “good 
music is highbrow played for only 


a select few.” “We will, of 
course,’ he added, “emphasize 
that to appreciate the beauty in 


music it must be heard through 
an instrument such as the Magna- 
vox, which will reproduce tone as 
lifelike as possible.” 


Gets Good Readership 


Pleased with Daniel Starch 
readership surveys, showing over 
50% identification among readers, 


Out of the storm~s Ghost Opera 


oes 


<r ae - “ eases 
Cf. .. 2. 2 eee 


CONTINUES SERIES—This is a recent 
ad in a three-year series which Mag- 
navox Co. has been using to promote 
the love of good music and the de- 
mand for lifelike quality of reproduc- 
tion with Magnavox radio-phonograph 
combinations. 


the company will continue the 
same general type of advertising 


|with a 


gradual increase in the; A slight variation in this theme}! ‘ 
product story as reconversion to} substituted paintings of dramatic| JWI S Los Angeles 
civilian production approaches./ incidents in lives of famous com-| e 
The budget for 1945 is set at $400,-| posers for the portrait paintings. | Office Sets Up 
000, and Liberty and Redbook A third transition was a special | ss = 
magazines have been added to a|series of ads in Parents’ Magazine, | Fashion Unit 
list of national publications pre-| beginning in September, 1944, | 
viously in use, to reach a broader | urging parents to encourage chil- Los Angeles, April 24.—Norton 
segment of the market, according|dren to enjoy good music. Mag-|W. Mogge, manager of the J. Wal- 
to Mr. Newbell. Postwar adver-|navox offered a free booklet by|ter Thompson Company office 
tising generally, he adds, will| Sigmund Spaeth, “Music A|here, has set up a fashion de- 
stress tone fidelity, authentic fur-| Priceless Heritage,” in this series,| partment with plans “to handle 
niture styling and the current| requests for which overran print-|a wide range of accounts covering 
theme of music appreciation. ing facilities by more than two| every phase of the clothing manu- 
Early in 1942, when consumer | months. | facturing field.” 
eggs halted, re ge — — The department is headed by 
the music appreciation theme for . . Mari Lucas, fashion editor of the 
its continued advertising on the Hopkins Joins Paper | Los Angeles Examiner for the past 
theory that an educated public} Earl H. Hopkins, formerly editor |seven years. She formerly oper- 
taste would demand high quality|of the “Seagram Spotlight,” sales| ated a fashion company of her 
postwar radio phonographs. It| house organ of Seagram-Distillers| own and at one time was a syndi- 
also realized such a campaign was/ Corporation, has joined the pub-/| cated columnist covering New 
a long-term investment and has|licity department of the New York | York and Paris fashion fields. 
been plugging away at it ever| Daily News, as an advertising) Mr. Mogge said the move is in 
since, | writer. |line with the rapid rise and ex- 
asinine |pansion of the clothing manufac- 
Bost Fi M turing industry in California. 
The first phase featured paint- | oston firms Nove | The Los Angeles office at pres- 


Gallery Artists Used 


ings of great musicians by Boris! General Envelope Company and | ent lists no accounts of this type. 
Chaliapin, Walter Richards, Harry | the Richmond Press, both formerly | Elsewhere, J. Walter Thompson 
Anderson and John Osler. Re-|located at 100 Summer St., Bos-|2ccounts in the fashion ‘cd in- 
productions of these were offered|ton, will occupy a _ four-story|Clude only Textron, which makes 
in portfolio of 10 for home, school | building, recently purchased, at | lingerie and men’s wear as well as 
or dealer use. (AA, Dec. 4, 1944.) | 25 South St., Boston. |fabrics, rayon, etc. Textron is 
|handled through the New York 


| office. 


| . 

Berchtold Joins FC&B 

| William E. Berchtold has re- 
signed from J. Walter Thompson 

| Company, where he handled the 
RCA and NBC accounts, to join 

| the executive staff of Foote, Cone 

|& Belding, New York. He was 

| formerly a vice-president and di- 

|rector of J. Stirling Getchell, Inc., 

| Detroit. 


Olney Joins F&S&R 


| John Olney has joined Fuller & 

{Smith & Ross, Inc., New York. 
Mr. Olney was formerly with 
Maxon, Inc., Detroit, and Benton 
& Bowles, New York. 
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|tors and dealers for the most part 
|will handle selling of Cruisairs, 
| with a nationwide organization “to 
|be established in the next few 
|months.” Because delivery dates 
|cannot now be guaranteed, Bel- 
|lanea is not seeking orders with 


Postwar Cruisair 
to Cost $4,500, 
Bellanca Says 


New Castle, Del., April 26.— | down payments at the present 


First postwar models of the four- 
place Cruisair, on which Bellanca 
Aircraft Corporation is currently 


| 


time. The company “does not offer 
advertising allowances to retailers 
as they must receive their com- 


experimenting, will cost approxi- | plete payment for sales efforts 
mately $4,500, although the final|from the 20% distributors’ dis- 


price may vary later because of | counts.” 
labor and material costs, the com- Bellanca’s postwar advertising 
pany reports. will include aviation magazines 


Weighing about 2,150 pounds 
and able to carry 160 pounds of 
baggage, the first Cruisairs are 
expected to have a top speed of 
165 m.p.h., and a cruising speed of 
150 m.p.h. Because sales estimates 
“run anywhere from 50 to 2,000 
units per year,” Bellanca does not 
report the exact number of planes 
it expects to sell. 

Prewar contracts with distribu- 
tors and dealers have expired, the 
company says, and new distribu- 


and a limited number of general 
magazines. Roberts & Reimers, 
New York, is the agency. 


AIRLINE EXPENDITURE 
OF $750,000,000 SEEN 


New York, April 24.—America’s 
airlines, both domestic and inter- 
national, will spend approximately 
$750,000,000 for equipment during 
the next five years, according to 
“Airline Finance,” a study by 
Bankers Trust Company, Mutual 


Life Insurance Company of New 
York, Chase National Bank and 
the New York Trust Company. 

Of this total, $350,000,000 may 
have to be borrowed, with the re- 
mainder provided as follows: from 
retained earnings, $80,000,000; de- 
preciation and other non-cash 
items, $170,000,000, and sale of 
equity securities, $150,000,000. 

The study also predicts domestic 
airlines will fly eight billion pas- 
senger miles annually by 1950, 
with gross operating revenues 
reaching $500,000,000 by that year. 

Rates may be reduced to four 
cents per passenger mile by 1950, 
the study continues, but “express 
and freight will increase markedly 
in importance as sources of airline 
revenues.” 


Quaker to Ferry-Hanly 
Quaker Lace Company, New 
York, manufacturer of table cloths, 
curtains and hosiery, has ap- 
pointed Ferry-Hanly Company, 
New York, to handle advertising, 
in magazines and business papers. 


Westinghouse Divides 


Stock: Shortens Name 


Stockholders of the Westing- 
house Electric & Mfg. Company 
at a recent annual meeting voted 
to split the company’s stock on 
the basis of four shares for one 
and to shorten the company name 
to Westinghouse Electric Corpora- 
tion. Purpose of the stock split 
is to broaden Westinghouse own- 
ership. 

Authorized capital stock of the 
company will be increased from 
4,000,000 to 16,000,000 shares and 
the par value of shares lowered 
from $50 to $12.50. 


To GF Research Post 


Charles W. Kaufman, formerly 
director of the processing tech- 
nology section at General Foods’ 
central laboratories, Hoboken, 
N. J., has been named assistant 
manager of the company’s research 
and development department in 
New York. 


THESE 
ADVERTISERS* 


HAVE BOUGHT SPACE IN 
SUNDAY 


PICTORIAL 
REVIEW 


Why are these media-and-market-wise ad- 
vertisers placing their copy in PICTORIAL 
REVIEW? Because its all-star editorial staff 
guarantees and maintains high readership 
cover-to-cover. Because it reaches more than 
5,000,000 families in 9 major markets rep- 
resenting '/3 of the total U.S. sales potential. 
Because its national-local character makes 
it the one big medium with home-town 


influence. 


* These 97 advertisers used black-and-white 
and COLOR Pages—either nationally, sec- 
tionally or locally—in the 22 Sunday issues 
of PICTORIAL REVIEW published during 
1944 (the first issue of PICTORIAL REVIEW 
in its new form appeared 


August 6th). 
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Acme Breweries 
Alta Vineyards 
American Fruit Growers, Inc. 
Blue Goose 
American Radio & Telegraph Co. 
Station KXA—Seattle 
American Trucking Assn., Inc. 
Anthracite Industries, Inc. 
Associated Distributors, Inc. 
Chen Yu Nail Polish 


8 


Benson & Hedges 
Best Foods, Inc. 

H-O, Nucoa, Mayonnaise 
Blatz Brewing Company 
Black, Walter J., Inc. 

Boeing Aircraft Company 
Book League of America 
Bowman Dairy Co. 
Boyle, A. S., Company 
Bozeman Canning Co. 


Cc) 


Chase National Bank 
Chrysler Corporation 
Plymouth 
Columbia Broadcasting System 
WABC—N. Y., WCAO—Balt., 
KQW-—San Jose 
Commonwealth Edison Corp. 
Community Chest (Co-operative) 
Consolidated Vultee Aircraft Corp. 
Curtiss-Wright Corp. 


0) 


Decca Records, Inc. 
Detroit Creameries 
Doubleday, Doran & Co., Inc. 


SE) 


Ethyl Gas Corporation 


F 


Fawcett Publications, Inc. 
Ford Motor Company 
Ford 
Fox Head Waukesha Corp. 
Fox Head Beer 
Free Enterprise (Co-operative) 
Funk, Wilfred, Inc. 


@ 


Garden City Publishing Co. 

General Cable Corp. 

General Electric Co. 

General Motors Corp. 
Buick 

Gilberton Company 

Glebe Mills 


Heinz, H. J., Co. 


o 


instructive Books, Inc. 
International Harvester Co. 
International Nickel Co. 


0 


Jelke, John F., Co. 
Jones & Laughlin Steel Corp. 


Koppers Company 


Streit, C. F., Mfg. Company 
S & W Fine Foods, Inc. 


Taylor, W. A., & Co. 

Valliant Wine 
Treasury Department—War Bonds 
Twentieth Century-Fox Film Corp. 


Unicorn Press, Inc. 

Union Oil Co. of California 

United Artists Corp. 

U. S. Name-Plate Company 

U. S. Time Corporation, 
Ingersoll Clocks 

Universal Pictures Co., Inc. 


Van Nostrand Co., D. 


Ward Baking Company 
Waterman, L. E., Co. 

Weco Products Company 
White's Book Company 
Wise, William H., & Co., Inc. 
Woodworth Co., N. A. 


Zenith Radio Corporation 


@ 


Lee Tire & Rubber Corp. 
Liebmann Breweries, Inc. 


Rheingold Beer 


oO 


Maguire Industries, Inc. 
Masterpiece Reproductions, Inc. 
Metro-Goldwyn-Mayer 
Moore & McCormack Lines, Inc. 


LN] 


Nash-Kelvinator Corp. 


Nash 


National Broadcasting Co., Inc. 


Station KDKA—Pitts. 


Nestle'’s Milk Products, Inc. 


Alpine Milk & Nestle Milk 


Northern Mutual Casualty Co. 
Northwest Air Lines, Inc. 


Packard Bell Co. 

Panate Company 

Par Soap Company 

Peet Bros. 

Petroleum Industry Comm. 
Philco Corp. 

Pillsbury Flour Mills Co. 


Re 


Roma Wine Company, Inc. 


‘S 


Schmidt Baking Company 
Seattle Brewing & Malting Co. 


Rainier Beer 


Sinclair Refining Company 
Smithsonian Inst. Series 
Southern Pacific Co. 
Sperry Flour Co. 

Standard Oil Co. (Indiana) 
Standard Steel Springs Co. 
Sterling Drug, Inc. 


Phillips Milk of Magnesia 
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MARKET BUY 


vertising Age, 


O'Rourke Tesi ng 
Radio for Casi e 
Hat Promotion 


San Francisco, April 
O’Rourke of California, nm «ker of 
Castle hats for men, ha- begyy 
sponsoring quarter-hour ews. 
casts by Robert O’Brien, co umnig 
of the San Francisco Chro. ‘cle, a 
10:15 p.m. Sundays over Station 
KPO, 50,000-watt NBC afi) iate. 

The company first use: rad; 
last winter to broadcast »rofes. 
sional ice hockey games. O ourke 
officials say their use of tadio i 


24,— 


still a test campaign. The te 
they say, consists of “program; 
worked out for regional markets 
the patterns of which can be ey. 


tended to the national market: 
to augment its national seasonal 
promotional campaigns. 

O’Rourke advertising in nationa] 
magazines, trade publications ang 
dealer broadsides emphasize; 
“Castle Hat-of-the-Month” ang 
“Made and styled in California 
themes. Dealer aids include wip. 
dow cards, radio scripts, counte 
displays, mat service, and “You 
Castle Stylite,” a monthly news 
sheet. 

Garfield & Guild, Advertising 
San Francisco, is the agency. 


Marketing Chart Issued 


The 1945 edition of “A Basi 
Marketing Chart of the United 
States” has just been issued by 
Research Company of America 
New York. Data covers distribu- 
tion of civilian population by 
states between April, 1940, and 
November, 1943; analysis of whit 
population in 1940; density of pop- 
ulation; income of the Americar 
people; income: tax returns fo 
1943 and 1944; sales of E, F andG 
war bonds for 1943 and 1944; life 
insurance sales for 1944, and war 
output compared with prewar in- 
dustrial volume. 


Named Truman Press Aid 


Charles G. Ross, Washington 
correspondent for the St. Louis 
Post-Dispatch and life-long friend 
of President Truman, has been 
appointed press secretary to the 
President, effective May 15. J 
Leonard Reinsch, general manage! 
of the Cox radio stations in At- 
lanta, had previously been named 
to the post, but remained wit 


| the Cox stations because of urgent 


need for him there. 


Federation Elects 


Advertising Federation 0 
America has elected to member- 
ship Rocky Mountain News, Den- 
ver; F. H. Birch Company, Bos- 
ton; Tracy-Locke Company 
Dallas; News Printing Company 
Tarentum, Pa.; Advocate, Stam- 
ford, Conn., and Bob Betts Acver- 
tising, Denver. 


Scott Leaves McGillvra 


Duncan A. Scott & Co. has re 
signed as Pacific Coast represen- 
tative of Joseph Hershey McGill- 
vra, Inc., effective May 15. The 
Scott company, with San “ran 
cisco and Los Angeles offices, Wl 
become Pacific Coast repre 
tive for Adam J. Young Jr. [nc 
radio representative, on May |). 
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Now is the ume for you to 
start telling your story to the 
men who are planning the } 


rehabilitation. They are now 
buying for future delivery 


WORLD PETROL! 


Under the Management of -~@ 
REX W. WADMAN 
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Hpk Revamps Its 


ae ioe is 
ae 


son to be avoided, the new state- 
ment says, is this: ‘Ceiling price, 


the body of the copy of any ad- 
vertisement, radio script or other 


Bowles Named V.P. 


Advertising, Washington, as ac- 
count executive. Earl Greiner, for- 


$10.95; our price, $8.95. (How-|form of promotion, whether the} Elliott A. Bowles has been ap-/merly a printing specialist with 
ever, to the extent that the Office| promotion is institutional in na- pointed vice-president and general| OPA, and previously with Foster- 
‘Dp li ’ f of Price Administration requires|ture or describes items of mer- pean of ager ong wens Stephens Company, Chicago, has 
ieati 13 : chandise.”’ ompany an rtra osmetics,| been named production manager 
\( 0 icy or the publication of ceiling prices, inc. Wicomaeld. 3. fe was p 


they should be published.)” 
Besides the old bar against the 


KFI Promotes Moxley 


formerly assistant to the presi- 


of the agency. 


L 4 “ Pup dent of the Schering Corporation, . . 
ker of yfile Goods word “sale,” policy now prohibits} Dean Moxley, for the past year| parent organization “of both com. | McGuire Appointed 
begun e 3 “expressions which connote sales, | assistant to the public service and | panies. B. J. McGuire has been ap- 
ews. ton, April 25.—The War such as 1-3 off, % off, etc.” promotion director of KFI, Los a sage a sroge od = . 
umnistig Washington, 4 teas In addition, the statement|] Angeles, has been appointed pub- . ic Relations Service, Montreal, a 
cle, amgroduction Board got Pi warns: “The use of words, such as|licity director, succeeding Harold Join Henry Kaufman division of Vickers & Benson Ltd. 
‘tationagrculated a revise = ising | S@niversary,’ ‘Birthday,’ ‘Found-| Carlock, who has joined the pub-| Milton J. Baker, formerly with|He was formerly in publicity and 
ate, polic a petty vt xtile ers,’ etc., shall not be used promo-|licity department of the Blue Net-|the sales staff of WOL, Washing-| personnel with Aluminum Com- 
radiggmgnich promotes the sale of “e 4 tionally in either the heading or in! work. ton, has joined Henry J. Kaufman! pany of Canada. 
rofes.,amoduct and proposing, instead, 
Y Rourkspat the space be used to advertise 
dio ifmmegula merchandise at regular 
te “BB ices.” for institutional copy, and 
rogers, ii aid the war effort. 
: bret: A similar declaration was issued 
be ey. July, 1943, and the changes fill 
narket "fp a few gaps which retailers and | 
season, PB officials have found in the . , ; 

WBF icinal set of principles. War continues ¢o raise a host of new problems for 
national Searce Goods Listed manufacturers, retailers, service organizations...and con- 
“ Si he Most important, from the mee sumers. How well many of these problems are solved depends 
» “<M ondising point of view, is a clear — Xe = See ; 
tend atement that retailers should largely on how efficiently advertising does its job. For example: 
de es mit their sales of particular items. 
counter , connection with the policy that 
1 “Your fmmealers distribute goods as equi- 

y newsimebly as possible, these examples V e Ou 
P w appear: r S 
ertising ‘In limiting sales of scarce Co \) 
cy. 'fgtems, each retailer should, as far je) +O 
y. < feasible, treat all his customers aq ocd 
like. The following examples 
1ed re by way of illustration only: 
\ Basi heets, two to a customer; wom- 
United Men's hose, two pairs per person; 
sued byf™—men’s shirts, undershirts and 
Lmerica fghorts, two of each per person; in- ; L 
istribu lent’ and children’s underwear, | It’s not always enough to select the right markets; frequently 
ion by {wo garments per child.” 
10, and } 
brs: Against Time Limits a . ° ° 
f white c 
ft wi, cddition to discoursgng| it's important also to localize your copy...to give it a local touch, a 
merican scarce” ads which suggest that 
rns for gone buyer had better hurry up, the A 
"and G(™pew declaration specifies ‘that hometown flavor...to make your message fit the character 
44: life mere should be no such statements | 
nd warfges “These prices are good for a 
war in- fgphort ‘time only.” H 
Fe ie aiediisk tie cdiviede- of the markets you select. In the local newspaper, as in 
ng of “sales” has been rewritten 
' : read: “Promotion featuring - 3 - 
S Aid ME. and ‘sale prices’ shall be no other medium, you can adjust your copy and illustrations to 
nington Himited to bona fide clearance | 
Louis Hales, that is, sales in which sub- | 
' friend @tantial and permanent mark- : : ‘ : er 
y Seas ak ek te Giver from local buying habits, local interests, local likes and dislikes, 
to the MBtock accumulations of obsolete | 
15. J nerchandise, broken lots of sea- 
‘anager MMBonal merchandise or lots of sub- local customs, local trends...even to the local weather. In 
in At-@Btandard merchandise. Goods) . : 
named @Bhould not be purchased for the | 
d wit urpose of inclusion in such sales. 
urgent MPlearance sales as described newspapers you can make your appeal as local, 
hould be held no more often than | 
ich sales have been held by the | , 
rticular retailer in the past, and | j j j j j 
eae cents "aneitoned | as interesting and vital as Main Street itself. That’s 
on of MBs clearance sales; provided, how- | 
>mber- er, that individual items of mer- j j 
, Den- MMPhandise of the above character a big reason why newspapers are the basic 
, Bos- Hay be marked down and offered 
pany the public at any time.” | 
npany A g ki rj i- | a : 
a ee advertising medium for today...and for the 
A dver- | 
| : 
| peacetime years ahead. « 
ra 3 a 
i re- > * > 7. y 
hes ins 
] Gill- a aa‘ 
The 
‘ran- 
wl leading Agencies Rely on 
Inc j . : 
"~ @ Foithorn 3-in-1 Service! 
eee We would like to show you 
souples of work that we 
ind Gr regulary producing for 
‘Ve lec ling advertising agen- 
ft Cie through our COMPLETE 
SE) ICE METHOD of opera- 
No. Ad-setting, Engraving 
& Printing...all under 
© roof. Phone or write to 
THE \ITHORN CORPORATION 
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*  _N. Rush St., Chicago 11 
hone WHitehall 2300 


VICTORY 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by The San Francisco Call-Bulletin in the interest of all newspapers 
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EYE" CATCHERS 


EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


Sell it with MOSS 
PHOTOS 


1,000 lets. Ne order ted 
small. Postcards, 2c. We 
photograph everything. 

Super special: 30x40 
giant blowups, mount- 
ed on heavy board, 
$2.45 each in lote of 10. 


Write for free semples, price list A. 
au PHOTO SERVICE 
155 W. 46th St, N. Y. GO. 18, BRyent 89-8462 


World’ 
greatest col- 
lection adv 
photos. All lines business 
. . . all situations. Top 
models . fine photog- 
raphy Multiplies of 
promotions. Shot new 
each month. 10,000 sub- 
jects available. Money 
saving subscription plan 
NOT STOCK PICTURES. 
FREE proofs and details | 
on request. No obliga- } 
tions. No salesmen. 


in 15 L. A. Countries 


e bse Trades Bureau, New 
is introducing American- | 


cE Trade Bureau Displays 


‘\imede products in key cities of 15)}, 


*|Latin American countries, starting 
May 15. Merchandise will be dis- 
| played in Guatemala City, Guate- 
mala; Ciudad Trujillo, Dominican 
Republic; Managua, Nicaragua; 
San Pedro Sula, Honduras; San 
Jose, Costa Rica; Bogota, and Ba- 
ranquilla, Colombia; Havana and 
Buenos Aires. Other cities include: 
Lima; Marcaibo, Venezuela; Val- 
paraiso, Chile; Quito, Ecuador; Rio 
de Janeiro and San Juan, Puerto 
Rico. 

Catalogs, covering the source of 


| 


products, will be issued to the 
Latin American buyers twice 
yearly. 


q] ‘McCord Changes Name 


Effective May 1, the McCord 
Company, Minneapolis, will 
change its corporate name_ to 
Melamed-Hobbs, Inc. Principals 
of the company are Louis Mel- 
amed, president, and Ralph W. 
Hobbs. 


Takes WPB Post 


Edward C. Von Tress, admin- 
istrator of WPB magazine order 
L-244, and acting chief of the 
|magazine and periodical section, 
has been appointed deputy direc- 
tor of the WPB printing and pub- 
lishing division, succeeding Don- 
ald G. Shook, who is retiring to 
private business. Charles J. Bevan, 
deputy chief of the magazine and 
periodical section, will succeed Mr. 
Von Tress. 


Contest Promotes Tish 


American Soap Powder Works, 
Brooklyn, is using 26 newspapers 
in the New York metropolitan 
area to promote Tish household 
cleaner, featuring a jingle con- 
test offering 104 prizes, including 
a dozen pairs of Nylon stockings 
to the top winner. Norman D. 
Waters & Associates, New 
is handling the campaign. 


Steamship Line to Wiley 


Advertising of Prudential 
Steamship Corporation, New York, 
has been placed with Walter W. 
Wiley Advertising, New York. 


TO SEE THE HOUSTON OF TOMORROW. 


--- LOOK 


Southwest STEEL 


@ Sheffield Steel’s huge new blast furnace 
and steel mill (a small portion of which is 
pictured below) will mean much in postwar 
years to Houston and the Gulf Southwest. 
Back in 1936 Sheffield planned a Houston 
steel mill of 200,000-ton capacity which 
could be readily enlarged to meet growing 
needs. Encouraged by the rapid growth of 
business and industry in the Gulf Southwest, 
its construction was started in April, 1941, 
to serve not wartime but peacetime needs. 


When war came, Houston had a sound steel- 


The Houston Market * 
is sold 

when your story ” 

is told 

- +. in The Chronicle i 


AT HOUSTON TODAY! 


CENTER 


making project under way which drew the 
attention of the War Production Board, and 
in January, 1942, WPB authorized expansion 
of these steel-making facilities. During 1943 
DPC finished several units in this expansion 
program, including two open-hearth fur- 
naces, coke ovens, a blooming mill, and an 
additional plate mill. And in 1944 a new, 
modern blast furnace was blown in. 

These units give the Gulf Southwest its 
first fully integrated steel mill. This huge 
mill uses tons and tons of iron ore, limestone. 
manganese and coal for coke . . . all mined 
or quarried in Texas and nearby states. Now 
Houston’s shipyards and factories are making 
ships and munitions of native steel. After the 
war, steel-making will stinnulate even faster 
growth of Metropolitan Houston, already the 


South’s largest market. 


THE | HOUSTON. 
CHRONICLE — 


THE BRANHAM COMPANY 
National Representatives 


R. W. McCARTHY 
National Advertising Manager 
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Lieut. (jg) Peter LeBoutillier, USNR, son of Philip LeR, utillier, 
president of Best & Co., N. Y. store, and Mary Annette Po; 
married in St. Paul’s Episcopal Church, Louisville, on . 
Lieut. LeBoutillier is on a 30-day leave after seven months’ seryi,, 
as a naval dive bomber pilot in the Pacific. . . Seton Porter, He 
Distillers Products pres., is chairman of the commerce & 
div. for the NY 7th War Loan drive. 

New officers of the China-America Council of Commerc. & In. 
dustry include Lee H. Bristol, Bristol-Myers v.p., as pres.; Bi ickwell 
Smith of Arthur Kudner, Inc., as v.p. and exec. comm. c} rma 
Cyrus S. Ching, v.p. of 7 
U. S. Rubber, board 
chairman; and James 
G. Blaine, pres. of the 
Marine Midland Trust 
Co., council treas. . . 

In the May issue of 
U. S. Camera is re- 
produced a series of 
flower studies by 
Walter Thwing, pub- 
lisher of amateur 
gardeners’ Home Gar- 
den, and a half dozen 
pages later appears 
an article “What 
about Cartoon Mov- 
ies?” by William 
Laub, ad mgr. of 
Castie Films... 
Norma Hirshon, daughter of Hirshon-Garfield’s exec. v.p. and 
treas., Arthur Hirshon, is engaged to Lieut. (jg) Michael Schat 
USNR, currently on duty in the Pacific. . . 

Amy Vanderbilt Clark, v.p. of Publicity Associates, was married 
April 21 to Paul Knopf, national magazine photographer, in § 
John’s Methodist Church in Baltimore. . . Carleton Putnam, (}i- 
cago & Southern Air Lines pres., has turned author, with “Hig 
Journey” published last week by Charles Scribner’s Sons 
Edmund A. Chester, CBS director of Latin-American relations, was 
presented the Order al Merito, highest civilian honor paid by Chik 
to a non-Chilean, in a ceremony at the network headquarters 
N. Y. on April 19. Mr. Chester’s series of eye-witness accounts 
while chief of the AP Latin-American department in 1939, on th 
Chilean earthquake resulted in immediate aid from all parts of the 
world... 

Katherine Lee Lohr was married April 14 in the Lutheran Paris 
Church, Greenville, S. C., to William Van Dusen, Pan America 
World Airways director of public relations. . . 

Tex Roden, already widely known to business men as president 
Clapp Baby Foods, one of the members of the Am. Home Food 


'S Were 
ril 14 


dustry 


this scene at the March, 1944, meeting of th 

to right are: the President; Les Hafemeister, the 

president of the club and ad manager of Weyer. 

berg Shoe Mfg. Co., and Hon. F. Ryan Duffy 

U. S. district judge, who was a colleague of M; 
Truman in the '30s. 


family, and to mystery novel fans as author of “You Only Hang 


” 


Once” and “Too Busy to Die,” will become familiar to movie-goer 
all over the country when Universal Pictures’ newest short, “Auth 
in Babyland,” reaches local houses. The film shows Tex at wor 
on baby food business, 
he conjures up his hard-hitting mysteries, most recent of whic! 
“One Angel Less,” was published April 18 by the Morrow Co. 

The reverse of the usual procedure happened when a prize winné 
interviewed the donor in the recent Swan soap contest. Art Smith 
of WNAX (Sioux City-Yankton) won the third prize of $100, s 
when J. A. Fritchie, Lever’s regional supervisor, presented th 


award, Art interviewed him and the store manager who collected 


$50. . . 
Pals of Earl Hansford Martin of the continuity dept. of KMBC 
Kansas City, were proud to hear that his story, “The Thousand 


Yards Stare,” has been chosen for the annual O. Henry collectio! 
of the year’s best short stories. The Air Medal has bee! 
awarded to Lt. Paul E. Roscher, a 
Chicago manager of the St. Louis Post-Dispatch. Ernie, himsel! 
has two sons in the service, both overseas. . . 

Edward A. Schirmer, Michigan mgr. 


AT SPEAKERS' TABLE—Advertising and publishing leaders in Ne» Yor 


heard Louis Broido, executive vice-president of Gimbel's and executive che!’ 
man of the ‘45 United Jewish Appeal campaign, and Ira Hirschman’ vice 


president of Bloomingdale's, who recently returned from a year's » rt " 


the Near East, tell of the UJA agencies’ need for funds. Left to ric’ #"* 
Harry Scherman, Book-of-the-Month Club, chairman of the publishe se 
tion; Robert K. Hass, Random House; Richard Simon, Simon & Schus co 


chairman, publishers’ section; Mr. Hirschmann; Arthur Fatt, Grey Ady: ‘19 


Agency, chairman, advertising section; George Hecht, Parents’ Ma #2" 
co-chairman, magazine section; Jack Tarcher, J. D. Tarcher & Co., co <a’ 


man with Mr. Fatt; Ned L. Pines, Standard Magazines, chairman, m 
section, and Mr. Broido. 
pres. of the Adcraft Club of Detroit, has been appointed 


man of the Wayne County Salvage Committee. . . 
The aviation seminar for business men, conducted Apr! 


Parks Air College, East St. Louis, Ill, drew a capacity 
from various fields, according to report. Ad folk in atte: 
included Fleur Fenton of Dorland International-Petting 


Fenton, New York; Al Maescher, Oakleigh R. French & 
ciates, St. Louis, and Marion D. Moreland, ad manager o! 
Corporation, Chicago... . 


IN 1944—Milwaukee Adclub members remembe: 


club, when President Truman was the speaker, lef 


then shifts to his N. Y. penthouse wher 


nephew of Ernest Roschet, 


of Crowell-Collier and 
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Meer ng Age, Apri 30, 1945 ° 33 
- ness is represented in the ex-);ley Distillers Corporation, Union 
Prazil Called Best Crane Co. Elects ; DMAA Members |pansion, Mr. Korman said. In-| Fork & Hoe Company and Wil- 
« P. R. Mork, vice-president in |cluded are about 35 buyers of di-/| liam R. Warner & Co. 

outh American charge of sales of the Crane Com- Now Total 750: rect mail and 25 advertising agen-| New publication members in- 
y B | pany, Chicago, has been a “ cies, paper manufacturers and | clude the American Home, Haire 
’ : | to vice-presiden e printers. | Publishing Company and Popular 
osiwar uyer | will be succeeded by J. A. Dwyer, 60 Firms Join Included in the “buyer” group | Science Publishing Company. 
Detroit, April 24.— Profitable | formerly general sales manager. New York, April 26.— With the | are the American Automobile As- ——________ 
q pleasant trade relationships | a addition of 60 members in the first | sociation, Bethlehem Steel Com-/| Fertj i 
vait United States business men Joins Glenmore three months of 1945, membership} pany, Committee for Economic = ig Promotes Film 
yait ; : : ee Advertising for the Loew- 
villing to take the trouble to | Clifford L. Fisher, formerly up- |i” the Direct Mail Advertising As- | Development, Copper & Brass Re- | Hakim production “The South- 
yuait themselves with our) /per New York district manager | Sociation has reached the record| search Association, Duro Test Cor- | erner,” formerly called “Hold 
uth American neighbors,” ac- | for Hiram Walker, Inc., has joined total of 750, Howard Korman, Mc- poration, Domestic Finance Cor- | Autumn in Your Hand,” a United 
rding to R. W. Gifford, vice-| Glenmore Distilleries’ Company, | Cann-Erickson, Inc., DMAA presi-| poration, Lily Tulip Cup Corpora-| Artists release, has been placed 
resident and assistant general | New York, as representative in the | dent, has announced. tion, National Oil Products Com-| with Lawrence Fertig & Co., New 
banager of the Norge and Detroit | same territory. Almost every trade and busi-| pany, Permutit Company, Schen-| York. 
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ear divisions of Borg-Warner 


orporation, and president of 
yg-Warner International. | 
of the South American nations | 
, which we can look for postwar | 
‘ade, Mr. Gifford said, Brazil | 
fers the greatest possibilities. 
fe said that Brazil has experi- 
nced tremendous industrial ex- | 
ansion which bears little relation 
» the war, and has long-term | 
lans for the raising of general | 
ving standards among its people. 
“We have barely scratched the 
urface there and in other South 
merican countries,” he said, add- | 
1g that we could increase the. 


botential of customers in Brazil 


nd elsewhere through giving our 
outhern neighbors technical and 
her assistance in the develop- 
ent of their economies. 

The Borg-Warner execu tive’ 
jinted out that there is much | 
efugee money in South America 
nd that much industry has been 
tarted with these funds and the 
echnical skills of the refugee ele- 
nent. “If only one in ten of these 
ndustries remains after the war, 
he possibilities for industrial de- | 
elopment are tremendous,” he | 
rel d. 


5 Business Hosts Sign 


or Blue Vet Series 


Additional “business hosts” sign- | 
ng for sponsorship of Hhe Wednes- | 
fay evening half-hour series on | 
he Blue Network presented in be- | 

alf of hospitalized American serv- | 
cemen, have been announced by | 
lenry Souvaine, Inc., New York, 
which is producing the series. In | 

hddition to International Business 
lachines Corporation (AA, April | 

6), sponsors will be Continental | 

an Company, Socony-Vacuum Oil 
‘ompany, Greyhound Lines and 
Arma Corporation. 

Re-titled “The Road Ahead,” 
he program will originate in dif- | 
erent military hospitals, the first 
rom Walter Reed, Washington, 
with Clifton Fadiman as m.c. 
uest stars on the first three shows, | 
espectively, are Bob Hope, Bing 
‘rosby and Fred Allen. The Army, | 


avy, American Red Cross and | 


ndustrial advertisers are cooperat- | 
ng on the series. 


ompton Ups Strubing 


J. K. Strubing Jr., vice-presi- 
ent and account executive of 
mpton Advertising, New York, 
is been elected a director. 


COLLINS, MILLER & 
HV TCHINGS 


Ph OTO-ENGRAVERS 


20 North Michigan Avenue 


Chicago 1, MMinois ..eeeee 


BUY. BUY. BABIES 


Babies are big users of many things— food, clothing, diapers, nipples — literally 
hundreds of items. They chew them up, eat them up, and wear them out fast. 
Their needs and hungers are well-nigh inexhaustible. 


There are a million of these babies in the homes of SECRETS families. They 
represent a well-defined market because 82.3% of SECRETS 840,000* buyers 
are married—and 71.5% of these wives have young children — an average of 
two per family. 

This highest concentration of constant consumers are babies whose mothers 
buy and buy and buy. The facts prove that you can reach this no uted 


‘ 


selective market with a minimum of waste through SECRETS. 


*Each copy of SECRETS is read by the purchaser and four intimates Sy ~ 
of her circle. This data based on survey of SECRETS readers 


=i THE 8-35 
MARKET 


“The Magazine of Dramatized Self-Improvement’ 
7 West 44th Street 100 North La Salle Street 403 West 8th Street 
yee York 18, N. Y. Chicago 2, Ill, Los Angeles 14, Calif, 
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Revere Leaves Bates 
Tom Revere, vice-president and 


New York, has resigned. Mr. 


Marshall Field's 
director of radio of Ted Bates, Inc., to Review Books 


nomic trends, and those that help 
a business man to relax, such as 
sports, hobby and travel books. 
Reviewed in the first brochure 
are “The Elements of Administra- 


Revere was with the agency for for Business Men tion,” by L. Urwick; “Full Em- 


three years and prior to that was 
vice-president and head of the 


> Chicago, April 24. 
radio department of Benton &/Field & Co. 


ployment in a Free Society,” by 


— Marshall} William H. Beveridge, and “Lock, 
introduced something} Stock and Barrel,” a book on col- 


Bowles, Inc. The agency has not| new to the book business today in| lecting, by Douglas and Elizabeth 
announced any successor. William | an Executive’s Book Forum, which] Rigby. Also listed are six basic 


R. Stuhler, formerly vice-president | wil] review the best 
in charge of radio production, be-| business literature for busy ex- 
ecutives. 


comes radio director. 


Mr. 


quarterly 


section, 


in current| reference books for business. 


At present, the brochures will 


The store is currently} be issued four times a year, but 
mailing to a list of 10,000 top man-/} should that be too infrequent to 
agement men the first issue of a| cover the important books, Field’s 
announcing | plans to increase the number of 
the service and containing the first} issues per year. 

reviews. 

Arthur Bergholz, of Field’s book 
and originator 
forum, emphasizes that it is not a 
book club, but a guide to men who/|sales promotion director of Mab- 
wish to keep informed but do not/ley & Carew, Cincinnati, has re- 
have time for extensive reading.|signed to join Botsford, Constan- 
A convenient mail order blank is/ tine & Gardner, Portland, Ore. 
attached to each brochure and the re 
books are offered at standard pub- 
lishers’ prices. 

The reviewing staff, headed by 
Bergholz, plans to read and| Timber Company, New York, 
recommend three types of books: |manufacturer of chemical pulps, 
those that are tools for action,|/has been placed with J. Hayden 
those on current political and eco- | Twiss, New York, effective May 1. 


the | King Joins Agency 


Frank King, advertising and 


Pulp Account to Twiss 


Advertising of Weyerhaeuser 


18,000,000 Women 
Will Be Working 
in 1950: Census 


Washington, April 24.—Women 
in the labor force in 1950 will 
number about 17,500,000 to 18,- 
000,000 as compared to a 17,800,- 
000 average in 1944, according to 
a postwar projection announced 
last week by the Bureau of the 
Census, Department of Commerce. 

The extent to which the 18,000,- 
000 figure will be approached de- 
pends upon the extent to which 
women who took jobs because of 
the war remain employed in 1950, 
Census officials say. 

Many women will find that they 
continue to prefer paid employ- 
ment to their former housewife 
status, and Census officials esti- 
mate a much smaller exodus of 
women from the labor force than 
is ordinarily anticipated. 


Normal Increases Would be High 


Had it not been for the war, 
the number of women working or 
looking for work would have in- 
creased about 1,500,000 during the 


Advertising Age, Apr ‘ 
turn to school, the By : 
The remaining 800,000 Cle V 
group are mostly se 
wives. 

Withdrawals are lik: 
particularly heavy a 
wives of the returning s 
The Bureau noted that 
icemen will not return . 


iquo! 


of those who return w totaled | 
able to work. In som. hx. 1943, 
women will have to cortinye Me” 
work as a replacement 100 for 3 
men who would have en = 
10 ‘ 


chief wage earners. 


jiquol 
The 
the Sial 
contro: 
dollar sé 
tricts, 8é 
district 
of reta 
of eac! 
Ohio. 


Chamberlin Appoir 

Col. Lewis L. Bredin, j reside 
of Chamberlin Company ©! Ame; 
ica, Detroit, formerly the Cham» 
berlin Metal Weather Strip Com 
pany, has been appointed chai 
man of the board. For the pg 
three years, Coi. Bredin lias pee 
on active duty as assistant chi@m The ° 
of staff, U. S. Army air force, J. Marge mé< 
Glaser, executive vice-presidenfiMand dr) 
has been appointed president. showing 


Se ranked i 
Stromberg Elects Three 
Wesley M. Angle, president Whisk 
Stromberg-Carlson Company the Bu 
Rochester, N. Y., radio manufadii jes. ab 
turer and owner of WHAM. Roch" 


w 


— 


four-year riod from 1940 to all sales 
1944, as contrasted with the actual a > “tg Son games to chainifor 56.1' 
increase of 4,500,000. It is thus] recieg by Ray H. Mugg 43 ar 
apparent that in 1944 about 3,- an 1 y ti pong Manso bourbon 
000,000 women had become work- |)" 1. "Mictanne bees vice-president@against 2 
ss ee McCanne becomes vice-presif/™., : 
ers because of war conditions. dent and aemerel ; and run 
Of these 3,000,000 war-induced ane general manager. the total 
labor force entrants, 1,500,000 . ‘ 1.2% in 
were girls and young women from Joins Rickard Three 
14 to 24 years of age. Normally Gregory B. Perkins, recently most pd 
about half of these, or 700,000,|/second officer with ‘the Armamgyear, Its 
would be in school. Past experi-| Transport Service and formeriqmall liqui 
ence indicates that most persons} with R. H. Macy & Co., New Yoram the 
who withdraw from school early|has joined the creative staff q™mvlend, ‘ 
to accept employment never re-| Rickard & Co., New York. was a Cl 
an a 
Crown, 1 
total. 
Na 
Amon, 
Distiller: 
retained 
tilling ( 
hold se 
lowed | 
tributors 
Distribu 
place. 
Copies 
| have be 
their a 
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are ava 
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° 
Willamstown 


© Clayton Provide 
; ' R : general 
Meine Red River Valley wheat, noted for its high gluten con- ganset 
o Melege ¢ k ; 
iCKe 


tent, commands premium prices. This alone would be 


If you're sold on the idea that you a, 


get Jersey coverage as a“‘bonus” from “ 
any Philadelphia newspaper . . . con- YQ 
sider this: The Courier-Post reaches five 

out of six homes in Camden County. It’s so 
strong among the Jersey residents of the Philadel- 
phia market that its circulation. in the Camden Trading 


news in a less fertile section. Yet in the rich Fargo «:ca 


4s 
7 


Shaoh © 


tne wheat and all other grains account for only about | 


Bridgeton’ 


© sitiville of the farm income, and all the rest comes from wit !y 


“creanwich Suton 
varied crops! 


| 

| 

. Ty 

| And listen: Us hayseeds are just as diverse in our spc d- 
| 


ing as we are in our farming! That’s why this sec’ 1" 


Area . .. one of the best in the whole nation . . . is more than fs | looks so rosy to WDAY’s varied advertisers. . . . 5) |! yd 
that of ALL THE PHILADELPHIA DAILIES COMBINED! For | we send you a picture? ee 


respec 


WDAY. Inc | 


one —- 


FARGO, N. D. 


Affiliated with the Fargo Forum 
970 KILOCYCLES ... 5000 WATTS 
cirveLanp FREE & PETERS, INC., NATIONAL REPRESENTA !V" 


SALES IMPACT in this prosperous Camden market . . . repre- 
senting approximately one-eighth of the entire Philadelphia 
A.B.C. Trading Area in population and purchasing power . 
the Camden Courier-Post is a MUST! 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 6 HOMES IN PROSPEROUS CAMDEN COUNTY! 
GEORGE A. McDEVITT COMPANY 
National Advertising Representatives 


PHILADELPHIA 
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Cleveland Press’ 
“BAnclyzes Ohio's 
44 \.iquor Sales 


Clev:land, April 24.—Gallonage 
yiquor sales in Ohio last year 
taled 6,951,054, up 20% over 
1943, with wholesale volume at 
637.260 909 and retail at $69,201,- 
100 for a total of $106,471,009, ac- 


rdin, to the Cleveland Press 
ie ith annual analysis of Ohio 
iles. 


jiquo! 
E. The 
shes the sta 
contro 
om 


tudy, based on records of 
te department of liquor 
shows the breakdown of 
sales by counties and dis- 


Cham rallon sales by types and 
> Com and a complete record 
chaiglgof retail and wholesale gallon sales 


the pagimof each individual brand listed in 
has bee 
ant chig 
ree. JF 
residenf™and dry 


» study includes a separate 
map illustrating Ohio’s wet 
areas and a distorted map 
lent, showing how the 88 counties 
ranked in dollar volume of sales. 


Three Feathers V.S.R. Leads 


sident Whisky represented 80.7% of 
"P@nWine Buckeye state’s gallonage 
Nanufag jes, about the same as in ’43. Of 
M, Roch sales, spirit blends accounted 


to chair 
will } 
Mansor 
oresiden 
ce-pres| 


for 56.1%, compared with 43.4% 
43 and 26.3% in 1940; straight 
Soarbon accounted for 10. 1% as 
against 24.9% in’43 and 51% in’40, 
and rum gallonage was 9.8% of 
he total in °44, 9.4% in ’43 and 
12% in 40s 

Three Feathers V.S.R. was the 


cently most popular brand during the 
e Armmyear, its sales amounting to 6% of 
former! liquors, compared with only 
ew Yor! the previous year. Another 
staff o™molend, Schenley Royal Reserve, 


<, was a close runner-up with 5.9%, 
and a third blend, Seagram 7 
Crown, was third with 4.3% of the 
total. 


National Distillers First 


Among the distillers, National 
Distillers Products Corporation 
retained first place, Seagram Dis- 
tiling Corporation continued to 
hold second place, closely fol- 
lowed by Three Feathers Dis- 
tributors, which pushed Schenley 
Distributors, Ine., into fourth 
piace, 

Copies of the report and map 
have been sent to distributors, 
their advertising agencies and 
other interested persons. Copies 
are available free on request to 
L. S. Fidler, general advertising 
manager of the newspaper. 


Heads Underwood 


a ; 
] _The Underwood Corporation, 
y Hartford, Conn., formerly Under- 


vood Elliott Fisher Company, has 
announced promotion of Phillip D. 

agoner from president to chair- 
man of the board. Leon C. Stow- 
ell, formerly executive vice-presi- 
j cent, becomes president. 


Pike Heads Sales 


R. Louis Pike, since 1941 with 
Liberty Tool & Gage Works, 
Providence, R, I., has been named 
general sales manager of Narra- 
vom ane Company, Paw- 
lucket, R. I, 


en 


RGEST MORNING AND. 
IDAY NEWSPAPER IN 
STATE... OUT- 
E NEW YORK CITY 


d- 

mn 

II ® The ( urier Express 1s the only moraing 
Hod Sun sy newspaper in Buffalo It 1s de- 
livered he home and read in the home — 
tnd ha ‘a for over 100 years. It enjoys the 
respec | confidence of readers and adver- 
Users ) a marked degree. You cannot 
Over| Buffalo's tremendous purchasing 
power you need the Courier Express. 

—— 
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Two Name Metcalf 


Anderson Tool & Die Works, 
Providence, R. I., manufacturer 
of men’s jewelry, and Hero Mfg. 
Company, Middleboro, Mass., 
knitting needles, have appointed 
George T. Metcalf Company, 
Providence, to handle advertising. 


Drop NARGUS Meet 


The annual convention of the 
National Association of Retail 
Grocers, scheduled for June 10 at 
the Palmer House, Chicago, has 
been indefinitely postponed. In- 
stead the association will hold its 
second convention in print. 


Irwin Joins KECA 

George Irwin, formerly with 
Smith, Bull & McCreery, Los An- 
geles, has joined the sales staff 
of KECA, Los Angeles. 


St. Louis Firm's 
Claims for Hog 
Dip Held False 


St. Louis, April 24.—‘“Everyone 
knows there is no cure” for para- 
sitic protozoa in poultry, said Fed- 
eral Judge R. M. Hulen in district 
court here Thursday, as he fined 
the F. B. Chamberlain Corporation 
$500 for making false claims on 
labels in connection with its sale 
of remedies for poultry. 

Judge Hulen was equally caus- 
tic about the company’s claims for 
its remedies for sick hogs. He fined 
the company $25 for selling a 
“worm expeller” which he char- 
acterized as worthless, and fined 
it $100 for selling a dip recom- 
mended for hogs suffering from flu 
and colds. 


“You don’t have to be a doctor 
to know any kind of dip won’t 
cure either colds or flu in hogs,” 
the judge observed. 

Counsel for the defendant, 
which also makes pancake flours, 
flavoring extracts and feeds, 
sought to show that farmers who 
had bought the remedies had 
found them to be beneficial to 
their hogs and poultry. 


Joins Lichtman 


Stan Lee Reed, recently resigned 
from Theodore Newhoff Advertis- 
ing Agency, Baltimore, has joined 
S. J. Lichtman Company, Balti- 
more, as radio director. 


B/G Foods to Cox 


B/G Foods, Inc., national chain 
of 40 restaurants, has appointed 
David M. Cox, Chicago, to handle 


public relations. Mr. Cox, a for-| 


mer partner in Harshe & Cox, 
public relations, opened his own 
office April 1 at 8 S. Dearborn St., 
Chicago. 


Account to Olian 


James Roxton Classics, division 
of Printz-Biederman Company, 
Cleveland, has appointed Olian 
Advertising Company, St. Louis, 
to handle its account. Fashion 
magazines and trade journals are 
scheduled. 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S. A. 


The World's Largest Manufacturers of 
All Types of Signs 


NEW YORK 


CLEVELAND 


ADE-MARKS and trade names, . 
American public as symbols of value and integrity, an 
are victims of wartime economic upheavals. Con- | 
tinuity of recognition has been interrupted. Come 
V-Day, an urgent need for re-education of shoppers ay, 


accepted by the 


will be imperative, to maintain successful compe- ,f “>. 


tition with old and new names and products. KY FA 
» 5 
y 


Items ideally suited for directing your advertising 
messages to shoppers at vital points of purchase 


a 7 . and use, include: Displays, posters, booklets and 


folders, inserts, labels and wrappers, cartons, cal- 
7 endars, educational material. For 83 years the «| 


A steady forward growth of this company has 


stemmed from intelligent and honest production of 


Lk, such items, keyed to changing economic conditions. 


ai 


LITHOGRAPH CO. 


-; We have this to offer: A-corps of alert creative art /. 
: and sales executives; the finest in precision equip- “" 
ment, operated by craftsmen; sound financial re- 
a sources; respected reputation . 
NOW for successful early saiidlay selling. 


BES 


. to help YOU an 


—— 


CHICAGO 


ROCHESTER 


Loos be oeta “Tey = 1 4 7 Silt? ke y Z ; “ 
~ y 4aye, 4aP v5 a ne 
30, 194 pt eles 
PC | | nee 
Us | oe 
this - 
‘em “ 
J mS 
t } mis 
Lr 
oe ey 
ig Be 
icemey ie 
tY Sery = 
1 Man : 
not | CC 
home aol 
r ae a | | ae 
— 
' 
| \ 
ee , ‘ i 
q 
ee 
SSS ss 
| : ? 
f 
4 
BE 4 4 a 
lle a @) 
| fad ; ‘ ae: “ : ‘1 
e f.,* 4 ee { ate py 
: Z ie : * ae er 3) . ‘ 
— ¥ . ne SESS eR 4 
‘i - a’. ix motes! oe. | : as. ; 
z “5 a <> a; * a BS sone 4 | 
| é . eames a, Re ee et RTS | 
: (4 a : ae a a. Pace RELY She AC : 
j é: ; Sea Se wit ¥ — ad OES Oe, oa 
; spc ‘9 bg 2 ; erate 1% tes KO as apt pe tay 
4 ‘ 5 a ‘acid a ~ a8 + oe 5 pm, ‘m 
<i “i ae mae | ee Beg Shee ae - fom YAS ibe 
a # stg Mees! cd ‘ eee i a: | ae By. ‘ (Seta G “i ae jf f iH f 
‘i s) Bees. lie bees . care 7 eS AWS De hes % et % 
7 ce as ° ——— Re hoe. ie cA : Whe 
oe, . ie ep 7” es y Bia rn ay ee ree . rab, ie he 
iy, Us alll i ate | N Mae hens CONG alan 
} & aa”. oe , ont " ae ont Ma oe a Fo,' BAaY ) a Sa 
| won, A > he Ye sae ~_ ic PAE ph f a 
F % : he a }\Saeeaare Ts : 
} * $ ne ° ‘ NE ¢ a Sy ‘a x 
| 4 } A aa ‘ - wth? atta ce m ¥ Se x cs : Pee See Ae: a : 
j ee 3 " — a Pa ate ‘ ia Cg ote ee a 
| _ a . ng ee p ; ‘’ ee ae 3 . cag ee: » A igs eee | 
at eae BY. —_— — ‘ Ws oe) Pant le fai ae : } ——— 
F i hy eth: —_ ei EP VE chat ee 
es os, Beta oe —_ ie es bess tee lena Cae 
ad “ i) ee ae : NR eh St ae aie 
ilies ss lt ce : 2. a | 
‘ f a he ‘- aes aa A ‘ . a li: . re ast ; one ee 
_* ; =. x eg ae ey al 3 a e i OV Lek , ee 
ee’ é a 4 alerts . me - ee : Oe ea gicle sy Se a 
. OE ie fa ee e. J ae : (4°54 cae ‘5 
a re | _ bn pe ee Ee 
* + Son , i ee 3 - 7 d rt ee BSS Bh FON | alae 
Bees ; & ie > _ fe ey ae o ee: ss $ hat foay: ~ ; 
_ ae + ee ities: = SS re ee eee 5 beh a ee > 
| —s Sm = 48 ae Shee . Sade oes SAE5 
oS aie 8, Ss ae ’ : 2 oo ee a ae 4 nh eg Ss See a 
} x ESS eS ; sa) bait Sag eS REAL evi BOI I RS ca Pe, 4 ‘ 
‘ cs i aa > g oe 5 it Fy . age Ph Ses $. See git fem ¢ 7 
| a ei Bisa , ak bid ee. eae! : 
. a : . ‘ ‘ OSs: Sea oe 13s ah) a3 4 i 
‘ ag ae “3 5 Rt OS Pi BIRT At gt Fg ee 2 
, ae DIOL toed 0 SR nee peat Oe oP erates a 
| >» & 7 II Fe anol api eg Spee ia - 
| Y a. * % bass REE Thm A ot EE a Lge aaa : 
| a . : ot: sss CO CAPE OR iS a x 
— - 3g ate Re Sones a oe : 
7 Oeil ; ah es rae 4 , 
| % a “ ee ee te ee hia eS ail . ” i 4 
~ A Bhs thier Sx ope ** rot S89 ta he eal y > i! j 
~. . ; F si Re Fete Meee . , 
; * ee : thei soe ae a > ’ 
— -- : . ash Se Mie Se A ne Bi A 
c oy Fo bad eats ae gh ca ‘ 
| ~* ptt: ee ey TMNT Eh . ie: 
} 4 ? a git yin m Ge 
_ ae Se Ne eth CR tt a ne 
- ae SPA BAG ie Sa : Beat ita 
| . : Sa eT A aR oe: ; > 
nd ed ese te 718 ne | lapis Gli 
‘al foe tmp hight fe ce eng a ee 4 
"4 : sbad ibe deree Fe ME 
a 8 CB GAS ios ag eae pre eaay 
: oe r ‘ et a ae 
' ° 5 as Z mE Ae tea - = 
é a N : . ay 
4 “4 a : ee ee a 9% 
: J , : e phe af ree 
re a ae 
“ ; = : : Ales . 
| EF oa Me rs te 4 
< yal PPLE dart 5 ed 
eos ee 7 
i. mai rie 7 
eee - 
ee 
| “~ 
| + oi 
% 
> 
e ; * ae * ae ‘ 
~ 2s BAKin i” : 
| ’ / . ee 
| % 
con- : : ' 5" 
4 : — : 
ss > 
, oe < t 8 
| he a Gk 
ey ‘ ‘ 3 a 
ea i , ss 
F $ * 
ly CATD , “lie ee _ 
j jig ; 7A” <a 
‘ * ; “a nw... Sot) 
: . | ‘2 mat: 
j pein 
6" ary 
f=) ae 
Big, -- 
4 ely ae 
7 2 t of a ‘od 
» dim Pitty é ia ia L , i a 4 Pi ee 
% \ . 6. Ragan > # € x, Hy a 
\ haste ™ 2» ‘ i Bees 
- ‘ ant | nd ei 
} 
| ee ae ’ 
y , ~ ad = rs 
| a a 
| We > y 
eee 
oe 
| ae 
* ‘ . . ; 
Z ° ue 23 Ses 
é; oe 5 . cre ae 
ee ‘ ; . . Shae te 
| oP Raed Re % ‘ . . “rt j 


an 


CORN — HOGS — OATS — CHICKENS 
A 
P 


yvmrwv 


CATTLE — SHEEP — HAY — WHEAT 


36 


St. Louis Stores 
Use Ad Allowance 
as Sales Spur | 


St. Louis, April 24.—Thoroughly | 
dissatisfied with usual methods of | 
dealer - cooperative advertising, | 
Tom Boy Stores, Inc., composed 
of 225 individually owned food} 
stores in this market area, have | 
worked out a “System of Mer- 
chandised Advertising” to assure | 
that ‘tthe manufacturer, the cen- 
tral distributing warehouse and 
the individual retailer work as one | 
merchandising unit to increase | 
sales to the consumer.” 

As worked out by A. J. Zuze- | 
nak, Tom Boy Stores advertising | 
manager, each member pays into a| 


ST. JOSESa 


cS 


vmurPpwzo 


centage basis determined by 


Boy ad department becomes the | 


only authorized agent to 
all advertising, and collects the 
cooperative advertising allowances 
from manufacturers for all mem- 
bers; the department returns an 
allowance to each member ac- 
cording to the member’s propor- 
tionate purchases of manufactur- 
ers’ products currently featured 
in the ads, and according to repeat 
business that should follow. 


Retailers Pay for Ads 


Mr. Zuzenak explains that the 
retailers, in paying for the entire 
ad program, become financially 
interested in the program and 
therefore place more effort behind 
ia 

In order that he can get the 
most out of his merchandising 
abilities, further, the retailer will 
promote the sale of those products 
on which he receives allowances; 
the manufacturer can expect more 
mass displays and greater willing- 
ness on the part of the retailer to 
work with specialty men to as- 
sure effective use of store ma- 
terial; and “in using a portion or 


handle | 


| general advertising fund on a per-|all of the manufacturer’s allow- 
its}ance as a sales bonus plan with 
total dollar retail sales; the Tom|the clerks, 


the retailer and the 
manufacturer will get the maxi- 
mum cooperation of employes at 
the retail outlets.” 

It is a widespread practice, Mr. 
Zuzenak asserts, for manufactur- 
ers to spend much on cooperative 
advertising programs merely “to 
lower the distributors advertising 
cost, or what is worse, buy busi- 
ness.” Distributors have been lax 
in using the allowance in full or 
effectively, purchasing only 
enough space in newspapers to 
qualify for the allowance. 

Under the Tom Boy plan, he 
says, there is maximum use of the 
manufacturer’s allowance to pro- 
mote sales; to get price listing tie- 
ins on consumer ads at the same 
time national copy is run by 
manufacturers, and to obtain good 
will for the manufacturer. 


Hall to Doubleday 


Benn Hall, former advertising 
manager of Duell, Sloan & Pierce, 
New York publishing firm, has 
joined the advertising staff of 
Doubleday, Doran & Co., New 
York publisher. 


| 


Multiply your 
oF Store Demonstrations 
| a Thousand-fold with 


* eT 


ADVERTISING MOTION PICTURES 
—available on regular schedule in 
more than 11,000 of the 18,000 motion 
picture theatres of the U. S.— give 
you the equivalent of actual dem- 
onstration of your products on a 


mass basis! 


These Minute Movies combine color, 


motion and sound to 


matic, living presentation of your 
sales story. In one minute they pack 
an amazing amount of selling that 
reaches the eyes and ears simul- 
taneously! Minute Movies 
reach an undistracted audi- 


ence, in darkened theatres where a// 


attendance. 


attention is focused on a huge 
screen. They can be purchased on 
a pattern that matches your dis- 
tribution. They are sold at a reason- 
able standard rate per thousand 


Leading national advertisers, who 


create a dra- 


write today. 


appreciate the value of extensive dem- 
onstrations, are now booking Minute 
Movies through this organization 
which has handled all phases of the 
operation for many years. For case 
histories, rates, and full information 
on Minute Movies, telephone or 


“GENERAL SCREEN ADVERTISING, INC. 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 . 


500 Fifth Avenue, New York City 18 


45,000 Members 
Join Book Club 


in Three Years 


New York, April 24.—The Book 
Find Club, which began here with 
an original membership of 10 
people, in three years has chalked 
up an enrollment of 45,000. With 
the paper shortage holding busi- 
ness at that figure, the club looks 
forward to even greater growth 
after the war. 

Like most of the other book 
clubs, this club requires members 
to purchase four selections a year. 
It offers free books only to new 
subscribers or members introduc- 
ing new subscribers. Unlike the 
others, it does not offer dividends 
for any particular number of pur- 
chases. 

The books sell for $1.35, a lower 
price than any other comparable 
outfit selling original editions of 
current books. This compares 
with $2 for Literary Guild and an 
average price of $2.50 for Book- 
of-the-Month Club selections. 
Book Find selections are printed 
under the club label by Haddon 
Craftsmen Inc., New York, and 
are all cloth bound on good stock. 


Low Price Effective 


Compared with the huge circu- 
lations of the Literary Guild (900,- 
000) or Book-of-the-Month Club 
(600,000), Book Find’s member- 
ship is extremely small, but it 
has hit an entirely new segment 
of the book- buying population. 
Some of these are undoubtedly 
attracted by the type of selection, 
but more probably like the low 
price. 

The club’s first 10 members 
were all friends of the founder | 
and owner, George Braziller. He | 
and Vivian Sharp, editor of the | 
organization, contacted various | 
groups, associations and other or- 
ganizations, and sold their mem- | 
berships on the plan. Word-of- | 
mouth advertising has added many | 
new members, one member hav- 
ing introduced 70 new subscrib- 


a a: i. 
Pas ce gene 
Be a ; 
4 he oe a Seep , 
4avertising Age, Apri Ei 


lers. The entire operati now 
employs 40 people. ¥ 

All of the books are sele jeg on 
merit, and most of them ht be 
properly termed “contri sial » 
Some of the recent titles acluge 
“Under Cover” and “TF -cedom 


Road.” There is no restri 
the type of book select ¢ 
although it might be a “be <; sejj_ 
er” (in a good many i 
this has been true) that 
merely coincidental. 

Thus far, 28 books have } 
published under the clu! im- 
print. They do not appear ever, 
month, but usually about e ir 
six weeks. However, there js no 
hard-and-fast rule about this. 
there might conceivably be , 
longer hiatus between selections 

Advertisements now appear, in 
conjunction with new selections 


On on 


in the book sections of the Chi. 
cago Sun, the New York Heralg 
Tribune and Times and the Wash- 
ington Post. The club has also 
placed insertions in the Negr 


press in New York and Chicag 
and has received a favorable ye. 
sponse in membership from these 
readers. Louis M. Cottin & Co, jg 
the agency. 


Joins Wm. Warner 
Dr. Max Gilbert has been ap. 


| pointed medical director of Wij- 


liam R. Warner & Co., New York 
He will head the _professiona] 
service department, and _ direct 
new product development and re- 
search service. 


‘Sun’ Promotes Renner 


Conrad Renner, retail sales pro- 
motion manager of the New York 
Sun for the past four years, has 
been appointed assistant national 
advertising manager. 


Perfection Names Foulds 


C. H. Foulds, former manage 
of the furnace and aviation sales 
department of Perfection Stove 
Company, Cleveland, has_ been 
named general sales manager to 
coordinate management of the va- 
rious sales divisions. 


by reconversion difficulties or 


g LAWRENCE 


Lawrence, capital of the worsted textile industry in Ameri: 


has a stable, industrial population 


... will not be affected 


population shifts. 


The EAGLE-TRIBUNI 


@ Reaches 9 out of every 10 homes in ABC City 
Zone population of 124,849 


@ Is home-delivered—to the extent of 82°/, of 


circulation 


@ Serves Hundreds of National Advertisers 
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Air Cargo Service 
Gets Okay of 200 


Heads Plee-Zing Sales 


George B. Watt, for eight years 
a member of the sales organiza- 
tion of Plee-Zing, Inc., Chicago, 
food products, has been appointed 
vice-president and _ director of 
sales. 


Sherman Promotes 
Sherman Bros., New York, man- 
ufacturer of rainwear, is starting 
a campaign in Calling All Girls, 
Charm, Harper’s Bazaar, Seven- 
teen and Vogue. Williams Adver- 
tising Agency handles the account. 


Coast Baker Gets 
Rodeo Champ to 
Entertain Kids 


Los Angeles, April 24.— Weber 
Baking Company, leading seller of 
bread in the southern California 
market, is supplementing its usual 
promotion through radio, news- 
papers, outdoor and trade publica- 
tions with the unusual medium of 
Montie Montana, famous rodeo 
champion. 


Aware of the interest children | 


have in cowboys and western lore, 
Weber is currently sponsoring per- 


sonal appearances of Mr. Montana 
|at schools in the Los Angeles area. 


Included in his show are his rid- 
ing and roping tricks, a trained 
horse which dances and answers 
questions, and an authentic stage- 
coach of the old West drawn by 
four Pinto ponies. 


Miner Is Agency 


Bookings at schools have far 
exceeded available dates, and the 
performance has been’ enthusi- 


‘37 


astically received by both students 
land school officials. 

Dan B. Miner Company, Los 
Angeles, handles the Weber Bak- 
ing account. 


bs | 


i \MEO 
B THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}inois 
I 


| 


| 
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cdom ff Detroit Companies 
Nn on 
andi petroit, April 24—At least 200 
sel]. MM petro:! manufacturers, representa- 
nees Me iive the five leading industries 
i bef) this area, indicated they would 
<e ait cargo service to transport 
been heir products to San Francisco 
im- Mi and er West Coast points in a 
Very rvey made by the Automotive 
€ inf and Aviation Parts Manufacturers. 
S no Cc was computed on a basis 
, and f roximately $10 per hun-| 
0€ afdredweight. Estimated shipments 
ions. ME by the 200 potential air cargo 
r, inf users totaled 350,058 pounds per 
tions, month. The industries these firms 
Chi- @ represent and their percentage of 
Herald # the total estimated monthly ship- 
Wash- ff ments by weight are: Small tool 
also MM and die industry, 35%; automobile 
NegrofM and automobile parts industry, 
nicag 409: pharmaceutical industry and 
le re. ollateral products, 30%; cutting 
. these MM tool industry and allied lines, 
Co, jsM45%, and forging and casting in- 
justry, 0.5%. 
Follows Earlier Survey 
The survey was complementary 
2n ap- ) another made last year by the 
f Wil-™ Edward S. Evans Transportation 
’ York Research and the U. S. Depart- 
ssionalf/™ ment of Agriculture, which 
direct MM showed that iceberg lettuce could 
nd re-MM be flown from the Salinas valley 
n California, 78 miles from San 
Francisco, to the Detroit market | 
er it a cost of about 3% cents per | 
7 wound, or 6.55 cents per ton-mile, 
es pro0-M™ and sold in a Detroit store for 
b York MM five cents a head more than sur- | 
rs, hasMM face-borne lettuce. It was based | 
ational na hypothetical contract carrier | 


ervice employing a fleet of eight 
544A cargo planes. 

The new survey indicated that 
nly three of the eight planes 


ilds 


lanage! would be needed for manufactur- 
n sales ers’ shipments westbound from 
Stove Detroit at first, but it was con-| 
been idered probable that the other 
iger tom five could be utilized for similar 
the va service at Chicago, Cleveland and 


Pittsburgh. 


ABC to Meet; 


Elects Agencies 
The Audit Bureau of 
tions will hold a corporate meet- 
ng in Chicago Oct. 19 to elect 
nembers of the board of directors. 


At a recent meeting in New York, | 


ar Ene en 
— rs 
—_ 


Circula- | 


the board voted a moratorium for | 
the duration on changing of al-| 


eady established city and retail 
trading zones. 

Agencies elected to membership 
it the meeting were: L. E. Mc- 
vivena & Co., New York; Arthur 
Meyerhoff & Co. and Mitchell- 
faust Advertising Company, Chi- 
ago, and James Thomas Chirurg 
Lompany, Boston. Goebel Brew- 
ng Company, Detroit, was elected 
‘0 advertiser membership. 


UX Appoints Kupsick 

U X Mfg. Company, New York, 
ianufacturer of shaving prepara- 
ns, has appointed J. R. Kup- 
ick, Ine, New York, to handle 
ne ertising of U X shaving 
IC sing national newspapers, 
ot nouncements and window 
inter displays. 


nda 
{ 
iQ 


Beacon to Eshleman 


n Chemical 
iphia, has placed its ad- 
£ with Benjamin 
mpany, Philadelphia, effec- 
ee 


Corporation, 


wens Returt 


ae Sock 
me Program for SS.009 


Eshle- | 


THE OUTSIDE*IS 
DESIRABLE 


on the Pacific Coast, too! | 


You're luckier than the kid in the picture—the“outside” (on 


the Pacific Coast) is available to you right now if you use Don Lee, 


For only Don Lee covers this over-2-billion-dollar- market. 


Amap will show you the reason. Most markets on the Pacific 
Coast are surrounded by mountains 5,000 to 15,000 feet high 


—and the long-range broadcasting of other networks doesn’t 


work, Don Lee, however, with 39 local stations, broadcasts from 


within each of these mountain-surrounded markets. 


A special Hooper coincidental telephone survey of 276,019 


calls (the largest ever made on the Pacific Coast) revealed that 


The Nations Greatest Regional Network 


*Half of ail the retail sales on the Pacific Coast are 


made OUTSIDE the counties in which Los Angeles, 


San Francisco, San Diego, Oakland, Portland, Seattle 


and Spokane are located 


60% to 100% of the “outside market” listeners were tuned to 


Don Lee stations. 


In the regularly-Hooper-rated cities of the“inside market” 


Don Lee’s coverage is tops, too. Hooper reports show that 


during the past year all of the shows that switched from any 


of the other 3 networks to Don Lee received higher Hooper 


ratings within 13 weeks! 


The outside market is plenty important on the Pacific Coast. 


Make sure you include it in your schedule—buy Don Lee, the 


only network that delivers both markets of the Pacific Coast! 


THC 


IMAS S. LEB, President 
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Barrett Catalog 
Lists, Tells Uses 
of Dealer Aids 


New York, April 24.—The Bar- 
rett division of Allied Chemical & 
Dye Corporation, maker of road 
and roofing materials, has _ pre- 
pared a 95-page catalog, titled 
“Advertising Saves Manpower!” to 


Maanuracrurers 
of material and equip- 
ment sold to the BAK- 
ING INDUSTRY may 
uncover new sales and 
advertising opportuni- 
ties from the informa- 
tion which is contained 
in Bakers Weekly’s 
‘‘Aditorial’’ on Pages 
24 & 25. 


help its dealers use promotional 
material prepared by the Barrett 
division. 

The catalog says in a foreword 
that the average dealer in the 
building materials business has 
little time to devote to advertis- 
ing and needs advertising without 
frills ‘‘as business-like as your 
best salesman, easy to handle, and 
easy on your budget.” The Bar- 
rett aids, it says, are easy to use 
and inexpensive, in most cases free 
of cost to dealers. 

Unlike many catalogs of dealer 
helps, this one contains numerous 
suggestions on how to use the sales 
aids effectively, how to obtain 
them, etc. 


Explains Use of Each 


It explains that direct mail 
pieces must be used with care, that 
“a mail campaign is no better than 
your mailing list,” and that such 
lists may be obtained from various 
sources, which are specified. 

Most listings of various available 
letterheads, display stands, calen- 
dars, salesman’s portfolio, etc., 
explain how each may be used to 


points out that the company adver- 
tises extensively nationally, and 
that reprints of magazine adver- 
tisements may be obtained for dis- 
tribution. 
McCann-Erickson, Inc., 
York, handles the account. 


New 


Commerce Issues 
First of New 


Census Series 


Washington, April 24.—The 
prewar economic system of the 
South is summarized on a single 
sheet, in the first of a series of 
time-saving compilations of cen- 
sus data, issued last week by the 
Bureau of Foreign and Domestic 
Commerce of the Department of 
Commerce. 

Frankly pointing out that some 
southern states have had wartime 
increases of more than 40% in 
non-farm employment, the chart 
nevertheless stresses the fact that 
the South, with 53% of the na- 
tion’s farms, 32% of its popula- 


best advantage. 


The catalog also 


tion and 42% of its minerals, had 


only 22% of the retail sales vol- 
ume, 18% of its factory produc- 
tion and 14% of its foreign trade 
shipments before the war. 

Drawing on the 1939 and 1940 
census reports, the chart deals 
with 15 states giving population, 
income, manufacturing, wholesal- 
ing, retailing, service trade and 
construction data, mineral and 
farm production for each. 

Similar charts for more than 
325 counties in all parts of the 
country, as well as data for the 
preparation of “basic data’ charts 
for other counties, were recently 
stocked at Department of Com- 
merce field offices. 


CHML Names Young 

CHML, Hamilton, Ont., has ap- 
pointed Adam J. Young Jr., Inc., 
radio representative, New York, 
as advertising representative in 
the United States. 


Heads Wampole Sales 

C. L. Phillips has been appointed 
sales manager of Henry K. Wam- 
pole & Co., Perth, Ont., pharma- 
ceutical specialties. 


when he said “Maybe we ought to wait until 


after the war.” ... Her parents didn’t approve, 
but she married the guy! Lived in a joint, 

held a part-time job in the little town near the 
camp until he was shipped over. Came home 
and had her baby, is still happy about the 
whole thing! She has stuff inside, and upstairs; 


confidence matched by maturity; knows what she 


wants—and how to work for it! ! Discriminating 
prospect today, she sways other women. And her 


buying habits will have a lot to do with 


what you make and sell tomorrow. . . . So 
ret on her sched le now! She listens 
‘ell if 
well if you use her wave length, and makes sense. 


This is the Girl who said NO... 


Two years ago, Life Story editors began to 
work for the Woman of the Next Ten Years... 
survey her views and values, make a magazine to 
With 


functional fiction that fits her scheme of living, 


meet her needs, pursue her problems. . . . 
supplements her experience . . . articles in her 
areas of interest and aimed to assist . . . secured 
by special assignment of leading authors and 
illustrators. . . . Despite existing limitations, 
Life Story already has more than 600,000 net 
paid circulation, 999. newsstand at 25¢... 
definitely shapes up as a major medium. . . 
Inquire! ... Life Story—A Fawcett Publication 
. 295 Madison Ave., New York 17, N. Y 
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= . 5 _ . 
Fire Prevention, BMilwi 
Can, Paper Drives § F 
Seek Ad Suppor finds 

New York, April 24.—1] | 
cation of activities in the § 
of forest fire prevention, ‘ip el Braric 
salvage and waste paper collec. E 
tion is being sought by tic Wa New *' 
Advertising Council and vern.fgwillingnes 
ment agencies. other t 

Citing forest fires as “ ts wel 
enemy to conquer,” and i: lé 
that nine out of ten fore. art 
can be prevented, the War 0 
tising Council in cooperati e, 
OWI has published a c: ng 
guide for advertisers and a nd 
to follow in preparing public: A 
and radio advertising, window dis. Milwauke 
plays and direct mail. This cam.f The s**t 
paign, as in past drives, wij)q™brand pr 
“point out to each American thems”? - 
fact that the majority of forest anq ie e : 
range fires are not caused pbyfg’*" F 
criminals or natural cause but by 55.89 
him, his friends, his neighbors, , MJ [n 1943 
Forest fires, the booket remindsMim66.6% of 
the reader, are most cOmmon infMnother | 
March, April and May, and in thellwhere, ar 
fall. 1944, tho 

To bring in all empty tin cansfdropped 
“for the duration, and for twofifwent else 
years beyond,” a new symbol de-Mpot buy. 
picting the housewife’s foot crush-Jing anot! 
ing a Jap soldier between the side: MMB55.8%, W’ 
of a can captioned “Step On It: @iwhere de 
Save Tin Cans,” has been pre-(iwho did 1 
pared in cooperation with OW] The n 
and WPB to be used in advertise- sold in | 
ments. Among the dozen tie-ins {from 123 
suggested for radio advertising are fMwith Hil 
“ ‘Rat-a-tat-tat’ means ‘Tin-tin- f famili 
tin’; Turn all your empty tin cans MiMpetition. 
in!” and “Turn in your tin cans Mitea branc 
| to trounce Tokyo!” from 59 
|_ In its latest report on “Waste girently is 
| Paper—A Critical War Material,” Mies there 
| the Bureau of Foreign and Domes- of corn 
tic Commerce shows that the suc- g™gtween 19 
‘cess of the 1944 waste paper sal- §M!!, the 1 
| vage program was “due primarily goods dro 
‘to the great amount of work (done Mlogg’s ha 
by) the voluntary salvage organi- 83.6 and 
zations,” but points out that 8- Gold Me 
000,000 tons must be collected in Mjnearly ti 
1945 from sources which will regular f 
|}at least 1,000,000 tons less this Num 
| year than they had last. To reac! The r 
{the national goal, each of thei... dc 

rr branas s¢ 

| 21,000 volunteer salvage commit- HH, m 29 { 
| tees must raise their sights 15% Mr pve 4 
| to 20%, the report shows. packaged 
a to 19. T 

A. R. Booker Forms po 
Los Angeles Agency gag 

A. R. “Bud” Booker, formerly Pel 
an account executive with West- which t} 
Marquis, Inc., Los Angeles agency, Bbdined 
has opened his recent 
own agency, laundry’ 
known as toilet so: 
Booker - Coop- wed vat: 
er, Inc. Offices 150 in 1 
are at 1709 W. The s 
Eighth St., Los other d 
Angeles. applianc 

Mr. Booker Aluipme 
was formerly ureater 
editor and gen- , 
eral manager of Chica 
Western: Home A. R. Booker Goldr 
Furnisher, offi- moved ‘| 
cial organ of the Western ! urn La Sal): 
ture Conference. The agency CU BLa S 
rently is handling 10 accoun's 
Surles Joins Blue : | 

Loren C. Surles Jr., ! ot 
in the sales division of FBR 
Baltimore, and previously = 
sales promotion education»: ¢& 
|partment of Reader’s Digcs', * 
joined the Blue Network oe 
erative program departn as 
account executive. 


AUTHORI’ Y 


Staff writers for American Restauré 7 ‘ 
zine are the industry's outstanding a 

Leonore D, Freeman, quantity for - i 
Jessie Alice Cline, practical menu - 4 
Charles Wagner, kitchen engineet “4 
thers Your advertising surrounded a 
authority shares their prestige, &% sing 


faster Write for details of mer 


service. 
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Milwaukee Study 
finds More Buying 
Brand Substitutes 


York, April 25.—Increased 


New 
willingness of consumers to “take 
other brand” of grocery prod- 


cts when the brand they seek is 
not available, coupled with a gen- 
eral wartime decline in number of 
»rands of all types of products 
available, were described to ad- 
vertising executives here today in 

99nd Milwaukee Journal “Con- 


aa 
but b 55.8% Take Other Brands 
5 In 1943, the Journal explained, 


66.6% of grocery customers took 
bnother brand, 21.1% went else- 
where, and 12.38% did not buy. In 
1944, those taking another brand 


in cansf/mdropped to 51.1%, while 31.7% 
or twolwent elsewhere, and 16.2% would 
bol de-fnot buy. Then in 1945 those tak- 


crush-fing another brand moved up to 
1e sides ME5.8%, while those who went else- 
On It: where declined to 29.5% and those 


who did not buy dropped to 14.7%. 


n pre- 
1 OWI The number of coffee brands 
vertise- sold in this market fell steadily 


from 123 in 1941 to 63 in 1945, 
with Hills Bros., used by 39.4% 
of families, far ahead of its com- 
petition. The number of packaged 


tie-ins 
ing are 
‘in-tin- 
in can 


n cansf™—itea brands in this period declined 
from 59 to 41, and Lipton’s cur- 
“Waste rently is bought by 66.5% of fami- 
terial.” pies there. Although the number 
Domes- of corn breakfast foods rose be- 
ne suc- tween 1942 and 1945 from nine to 
er sal- gil, the number of rice breakfast 
imarily @gioods dropped from 26 to 16. Kel- 
- (done pogg’s had dominant leadership— 
organ 83.6 and 74.4%—in both groups. 
hat 8. Gold Medal and Pillsbury were 
ted inf™nearly tied for first place among 
ll have Evegular flour brands used there. 
is ty Number of Brands Drops 
Me the The number of white bread 


., m—orands sold in Milwaukee declined 
from 29 to 13 in the last five years; 
of rye bread from 22 to 14; of 
packaged graham crackers from 30 
to 19. There was a slight gain in 
brands of prepared baby foods 
and baby cereals, and a drop, be- 
tween 1942 and 1945, from 46 to 
38 in dry soup mixes. 

Among other product groups in 
which the number of brands de- 
clined steadily in Milwaukee in 
recent years were soap flakes, 
laundry and kitchen soap and 
toilet soap. The number of pack- 
aged vitamin brands dropped from 
130 in 1943 to 94 in 1945. 

The survey reports findings on 
omer drug products, beverages, 
appliances, automotive and home 
‘quipment, and general habits of 
ureater Milwaukee consumers. 


rmerly 
West- 
gency, 


— 


Chicago Agency Moves 


oker Goldman & Gross, Chicago, has 

moved to larger quarters in the 
inl a Salle-Wacker building, 221 N. 
cur 1 Salle St. 


nt 4c 


Farnsworth Fabric Drive 


Farnsworth & Farnsworth, New 
York, maker of woolen fabrics, is 
starting a campaign in Mademoi- 
selle, Town & Country and Vogue, 
using full page, four-color ads. 
Williams Advertising Agency, New 
York, handles the account. 


Hygenets Appoints Hill 

Hygenets, Inc., Newark, femi- 
nine hygiene products, has ap- 
pointed Hill Advertising, New 
York, for its account. Newspapers 
and magazines will be used. 


Saleman’‘s Award | 
Urged by Arthur 


New York, April 24.—An in- 
centive award for recognition of 
the “best sustained sales perform- 
ance of the year by either an in- 
dividual newspaper salesman or 
newspaper selling organization” 
was recommended last week by 
Wilbur L. Arthur, eastern man- 
ager of the Chicago Daily News. 

In an address before the Triad 
League of New York University, 
Mr. Arthur pointed out that news- 


papers should not disregard the 
necessity for “re-tooling.” It is 
as important for newspapers to 
“re-tool” as it is for other indus- 
tries, he said, and they should be 
taking advantage of their present 
overloaded advertising columns to 
plan for future sales campaigns 
when competition will be keener. 

He reminded the audience of 
the various prizes offered for jour- 
nalistic achievements, for excel- 
lence in advertising copy and cam- 
paigns. “There are awards for 
practically every advertising ac- 
tivity except the very one that 


“Rey a 
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makes advertising volume possible 
—personal selling,” he continued. 

“If ever an incentive were con- 
sidered, an award for selling, in 
my judgment, would rate as the 
most important.” 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


] 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edward Sahlin 
Typographic Service 


CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc 


Frederic Ryder Co. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


ing. That’s our record! 

But a greater tribute 
than volume of business 
or recognition of our 
ethics is the confidence 
that our customers 
place in ATA methods. 
Patients have confi- 
dence in their doctors— 


THE ADVERTISING TYPOGRAPHERS ASSOCIATION 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, 


Runkle-Thompson-Kovats, Inc. 


LUT 


Typography that 


For nearly two decades, we members of the 
Advertising Typographers Association of 
America, Inc. have been joined by our ad- 
herence to the highest standards of crafts- 
manship and practice. In this time, we have 

} gained a wealth of experience. Our shops 
are the last word in modern equipment. We 
have assembled the ablest typographers in 
the world. We have proved that quality is 
always in demand; for we, a handful of com- 
panies in a few key cities, set more than 90% 
of the nation’s advertis- 


Sets up an Ideal 


CONFIDENCE 


clients have confidence in their lawyers — 
advertisers have that same confidence in us. 
More and more of our customers are 
leaving everything pertaining to type to us. 
This imposes a great responsibility. It means 
their typography must be right or we have 
let them down. Still it is a responsibility that 
we accept gladly—for we too have con- 
fidence—confidence in ourselves and in the 
knowledge that we possess the experience, 
intelligence, craftsmanship and facilities to 
meet every demand 


Good Taste, 


Any Member of the 
ATA offers you 


Highest Quality Intelligent Service, Expert 
Craftsmanship, a Strict Ethical Code, Com- 
plete Facilities, Sound Business 
Uniform Practices, 
Choice of Type Faces, Type Service for All 
Advertising Purposes, Lowest Practical Costs 


Dealings, 
Greatest 


OF AMERICA, INCORPORATED 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


MILWAUKEE, WIS. 


DAYTON, OHIO 


Arrow Press 


NEW YORK CITY - 


KALAMAZOO, MICH. 
Claire ]. Mahoney 


LOS ANGELES, CAL. 
Samuel Katz, Typographer 


ALBERT ABRAHAMS, E 


Empire State Craftsmen, Inc 
Franklin Typographers, Inc 

Frost Brothers, Inc. 

Graphic Arts Typographers, Inc. 
Huxley House 

King Typographic Service Corp. 


Master Typographers, Inc. 
Morrell & McDermott, Inc 


Dayton's Typographic Service George F. Wamser, George Mullen. Inc 
Typographer, Inc. Chris F. Olsen, Inc 
DENVER, COLO. Frederic Nelson Phillips, Inc 
= P Frederick W. Schmidt, Inc 
The A. B. Hirschfeld Press NEW YORK, N. Y. Superior Typography, ln 
: - . Ad Service Ce ey 

DETROIT, MICH. Advertising Agencies’ Service 
The Thos. P. Henry Co Compart Inc 
Fred C. Morneau Advertising ¢ tion, Inc. 
George Wilens & Ce Artintype, In 

i ciated Typographe Inc 
INDIANAPOLIS, IND. Atlas Typographic Service, ! 
The Typographic Service Co., I: Central Zone Press. In 

BUY WAR BONDS TO INSURE PEACI 


placed upon us. 

Of course we are 
busy, but not too busy 
to find the time to dis- 
cuss your typograph- 
ical problems with you. 
We will be looking for 
that telephone message 
to call upon you. 


Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc. 


XECUTIVE SECRETARY 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc 
John C. Meyer & Son 
Progressive Composition Co 


PORTLAND, ORE. 
Paul O. Giesey, Advertising | 
Typographer 


ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, In 


SAN FRANCISCO, CAL. 


Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey's Acme Press 
ot Seattle 


MONTREAL, CANADA 
Fred F. Esler, Ltd | 
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Canada May Ship 
More Newsprint 
in Second Half 


Washington, April 26.— Warn- 
ings that newsprint restrictions 
will not be relaxed materially 
after V-E Day were repeated this 
week at the same time that WPB 
officials were expressing hope that 


Canada will ship up to 6% more | 


newsprint to the United States 
during the second half of 1945. 
Whether additional Canadian 
newsprint actually can be sup- 
plied, officials say, depends on 


from the studio of 


JOSEPH M. OXENHORN 
440 FOCH BOULEVARD, MINEOLA, N. Y. 
come the finest in 
TECHNICAL and SCIENTIFIC MANUSCRIPTS 
Brochures, Sales Booklets, 
Engineering Manuals, Catalogs 
Educational Publicity Releases 


Complete writing and publishing service in all 
technical fields available to principals and adver- 
tising agencies. 


Inquiries Invited 


| 


| 


| print will come up for considera- 
| tion again at a conference to be 


three major factors — manpower, 
the coal supply and weather con- 
ditions. 

Production of 30-pound news- 


held in Montreal June 4, with 
WPB’s newspaper industry ad- 
visory committee scheduled to fur- 
nish data on past experience with 
the lighter-weight stock. 


Foreign Pulp in Doubt 


Meanwhile, WPB officials doubt 
that any Scandinavian pulp or 
paper will reach the United States 
until long after V-E Day. They 
cite the likelihood of continued 
shipping difficulties and the Euro- 
pean demand for Scandinavian 
output. Britain, in particular, is 
expected to take a large part of 
the Scandinavian shipments, pos- 
sibly releasing more Canadian 
newsprint for the U. S. 

WPB officials believe that the 
Scandinavian output will be sold 
in the open market after V-E Day, 
although other agencies point out 
that the policy is for the foreign 
governments, not the U. S., to de- 
cide. The United States is ex- 
pected to raise no restrictions. 

U. S. paper and paperboard 


mills received 1,486,113 rough 
cords of pulpwood in March, WPB 
reported, or 2.5% below the 1944 
figure. Pulpwood consumption in 
March was 7.5% above 1944, while 
inventories were 15.9% below a 
year ago. 

The WPB has granted publish- 
ers permission to use heavy- 
weight or over-size paper while 
considering that paper, for quota 
purposes, at sizes or weights cur- 
rently being used. However, this 
step may be taken only after ob- 
taining specific permission from 
the WPB magazine section, print- 
ing and publishing branch. 


CABI Program 
Helps Barkeeps 
‘Sell’ Industry 


New York, April 24.—To im- 
press tavern men with their re- 
sponsibility in maintaining good 
will toward the entire liquor in- 
dustry, the Conference of Alco- 
holic Beverage Industries has 
launched a new campaign. 

Full-page advertisements will 
appear in liquor business papers 
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Maybe you don’t realize that in re 
SMALL TOWN AMERICA—towns. 
of less than 2,500 population—we _ 


ett 


don’t have daily newspapers, ‘ 


and many of us don't | 


read urban publications. 


The one sure way to reach 


us is to advertise in GRI 


— the only publication 


to put more than 75% 


», as of its circulation 


into SMALL TOWN: 
= AMERICA. 


throughout the country. Copy will 
be institutional, emphasizing the 
importance of the retailer’s place 
in the public relations program of 
the industry. 

Captioned “It’s the ‘No Sales’ 
that keep you in business”, the 
advertisement pictures a cash reg- 
ister labeled, “The register of pub- 
lic opinion.” Pressed down are the 
keys showing “No Sales to Min- 
ors”, “No Sales After Hours’’, “No 
Sales to Intoxicated Persons” and 
“No Sales to Objectionable Char- 
acters.” 

The insertions will appear 
monthly throughout the year. Wal- 
ter M. Swertfager Company, New 
York, is the agency. 

Other tie-ins are booklets which 
illustrate the same theme and car- 
toon strips featuring a gremlin 
called “Inbad, the Imp.” This 
character does all of the things 
tavern-owners are warned against. 


Radio Service Men 
Expected to Sell 
60 Million Tubes 


New York, April 24.—The radio 
service industry m postwar years 
will sell 60,000,000 tubes annu- 
ally through 30,000 shops, employ- 
ing 90,000 men-—an increase of 
60% over the 34,000,000 tubes 
sold in 1941—it is revealed in the 
second report of a continuing sur- 
vey by Sylvania Electric Products, 
Inc. 

Conducted under the direction 
of Frank Mansfield, director of 
sales research, the survey reports 
| approximately 24,700 radio serv- 
ice establishments in the country 
today, employing 60,000 persons 
of specialized skill. The survey 
|also found the public to be “al- 


a= 


Advertising Age, April 30), i194: 


GENERAL MOTOKS 
REPORTS 10 THE N.\iox 


an its 1944 Production. Employment and | 


CHEVROLET - PONTIAC - OLDSMOBILE 
+ FISHER BODY + FRIGIDAIRE - Gmc rH 


G-M REPORTS—The 1944 production 


. : aintenanc: 
employment and earnings of Genera merch 
Motors Corp., Detroit, appear in chat fy “The} 
form in this 1,500-line ad released mer confi 
April 23 for 866 newspapers in 723}MBoice ame 
cities as part of this year's instity. nce with 
tional campaign. Agency is Camp. the qui 


bell-Ewald Co., Detroit. 
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have been required in the pas Bong a 
The average service man, hovw- ¥ <a 
ever, stocks 2.8 brands of tube fame’ °°'** 
the leading six, in order, being See 
RCA, Sylvania, Philco, Tungs Grade le 
National Union and Raytheon, mpanied 
Brand preference was attributediiiMntrol, sa 
to price or consignment considera-{ermore, i 
tions only by 9% of the servicefii™mpetitive 
men interviewed. Quality andjjntralized 


performance as prime reasons f The aim: 
brand preference were mentionedjisearch F 
by 58%, and 75% preferred gla id, are: 

tubes as compared to 25% pre- | ee 
ferring metal. vance th 


losophy « 
| most unanimous in its high opin- inherent 
lion of the radio service man,” << Pe 
m™ | with nine out of every ten changes Gregg Forms Agency vance tl 
|made by service men because of| Mrs. Irene C. Gregg, formerly MM petter pr 
|wartime scarcities proving suc-| advertising manager of Ostby-Hito receiv 
cessful, despite the complexity of |Barton Company, Providence, Misults ach 
the modern radio receiver. R. IL, ring manufacturer, has “oo 6m 
| Sylvania’s market studies indi-|formed Cummings Advertising, Mjderstand: 
|cate that tube inventory is a diffi- | Providence, as a complete agency {Mon the p 
|cult problem for service men,}service. Mary Nichols is art di-fiMthe publ 
| many feeling that too many types] rector of the new agency. f branc 
them in 
dom of | 
Mr. Rus: 
btion’s fir 
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| In the Ark-La-Tex area, KWKH—with ot th 
its 50,000 watts—is the No. 1 medium, | Ste | 
with full coverage and SELLING 
POWER in this prosperous market. 


| Represented by The Branham Co. 
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> Wass Production 


‘ION 


emands Brands, 
>Byssell Warns 


philadelphia, April 25. — Mass 
oduction has been the founda- 
non which has been built the 
untry’s high living standards, 
(fq it can only be sustained on 
fe basis of brand names, adver- 
ing and modern, efficient mer- 
tb ondising, George L. Russell Jr., 
‘Mcident of John B, Stetson Com- 
\Mny and chairman of Brand 
ames Research Foundation, told 
e Poor Richard Club here yes- 
ay. 
onl essentials exist for the 
gintenance of a souna, expand- 
g merchandising system,” he 
id. “They are: Continuing cus- 
mer confidence and freedom of 
gice among degrees of excel- 
nce with variant prices adjusted 
the quality of the products. 
ese two characteristics are pos- 
le under the brand names sys- 
m and are doubtful, if not im- 
sible, under any other system 
t devised.” 
Sees Price Control 


qvert ls 


luction 
Genera 
in chart 
released 
in 723 
institu. 
Camp. 


ee 
ie Past 
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being 


‘ungsolf™mGrade labeling would be ac- 
eon, mpanied by government price 
ributedi/ntrol, said Mr. Russell. Fur- 
\sidera-fmmermore, it would turn a dynamic 


mpetitive economy into a static 
ntralized economy, he warned. 
The aims of the Brand Names 
search Foundation, Mr. Russell 
10, are: 
“1 To advocate and ad- 
vance the principles and phi- 
losophy of freedom of choice 
inherent in free enterprise. 
y “2. To advocate and ad- 
vance the right to develop 
better products and the right 
to receive due rewards for re- 
sults achieved. 
, has#™ “3. To create greater un- 
‘rtising, Mderstanding and appreciation 
agency Mon the part of all members of 
art Gl-@ithe public of the significance 
f brand name products to 
them in the exercise of free- 
dom of choice.”’ 
Mr, Russell said that the foun- 
tion's first job is to sell modern 
and name merchandising to the 
nerican public as a method, and 
build public appreciation of 
e benefits of that method. 


REWAR OUTPUT TAUGHT 
DUSTRY ‘KNOW-HOW’ 

New York, April 25.—The pro- 
ition of sound value, brand 
me products has enabled Ameri- 
fn industry to fulfill the require- 
ents demanded by modern war- 
é, said A. O. Buckingham, vice- 
esident of Cluett, Peabody & 
. before the Advertising Club 
New York today. 

Pointing out that a survey by 
€ Psychological Corporation re- 
dled that 80% of the women 
bed bought by brand name, Mr. 
wkingham said, “Over the years 
ademarks and brand names . 
mdolize our free and competi- 
€ enterprise.” He inferred that 
drive for grade labeling might 
| « Camouflaging an effort to up- 
U country’s economic 


service 
and 
Ons f 
ntioned 
d glas 


pre- 


yrmerly 
Ostby- 
‘idence 


Wation. 
examples of the achieve- 
rivate industry, he cited 


5. ©. S. 
In 


Pea 


Francisco during the 
Conference means 


SPACE OPEN STILL 


In San Francisco Progress 

vest's largest weekly 
—117,500 

CONTROLLED 


(RCULATION— 


ver San Francisco during 
onference, write or wire 


FRANCISCO PROGRESS 
35 Dolores Street 
Francisco 3, California 


San Prancisce 
Mm ROGRES 


a= COMMUNITY NEWSPAPERS 


Editor on Pacific Assignment 


Stanley E. Cohen, Washington editor of ApveRTISING AGE, 
is currently on special assignment in the Pacific theater of 
operations. His up-to-the-minute column, “This Week in 
Washington,” will be resumed upon his return. 


figures showing the decline of con- 
sumer costs in the 15 prewar 
years. The price of electric re- 
frigerators decreased an average 
of 54%; vacuum cleaners, 19%; 
cameras, 60%; canned soup, 29%; 
silk stockings, 50%; electric irons, 
51%; toilet soap, 60%; table model 
radios, 79%. 


Grading the Graders 


The institution of government 
standardization would force mil- 


lions of consumers to change their 
buying habits, said Mr. Bucking- 
ham, but the larger problem is 
“who is going to grade the grad- 
ers?” 

“Added to all this,” he con- 
cluded, “we must realize that such 
a system would divest business 
men of the property that is right- 
fully their’s in the form of estab- 
lished trademarks and brand 
names.” 


Heads Moxie Sales 


‘Russell Whalen, formerly chief 
of the fiber box section of WPB, 
has joined the Moxie Company, 
Boston, as sales manager. Eugene 
J. Harrigan has been named vice- 
president in charge of adminis- 


| tration and Thomas H. Kane, pro- 


duction and transportation man- 
ager. 


Agency Moves 

Stokes-Palmer-Dinnerman, Cin- 
cinnati agency, has moved from 
the Carew Tower to the Enquirer 
building. 


To Miller Freeman 


Fred H. Behrens, formerly ad- 
vertising manager of Starchroom 
Laundry Journal, New York, has 
joined Miller Freeman Publica- 
tions, San Francisco, as eastern 
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manager of Cleaning & Laundry 
Digest, Pacific Laundry & Cleaning 
Journal, Service Station News, 
Western Baker and Western Can- 
ner & Packer. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

. .. Or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. t the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


AVIATION’S BIG 


ea tea se SAL RIED 0 SEG CASES. 


«if 


MANUFACTURER OPERATOR 


They work together 
..-They buy together 


Aviation buying is team buying. There are no individual 
stars. That’s because the four major functions of the indus- 
try — manufacturing, operation, maintenance and distribu- 
tion — are closely interrelated, in fact, interdepene it. So 
closely that it’s almost impossible to put your fing. on the 
point where the buying influence of one stops and that of 
the next starts. 

To illustrate: The Douglas, the Boeing, the Lockheed and 
other giant transport planes are joint products of the manu- 
facturers’ engineering and production skill and the operation 
and maintenance experience of the airlines. Power plants, 
propellers, power plant accessories and other vital compo- 
nents are jointly agreed upon. 


Military planes (with their major units) are designed and 
engineered by both manufacturer and operation and mainte- 
nance officers of the air forces. 


In the design and production of personal planes (and 
specification of their major parts and accessories) the air- 
craft service operator has a very real voice. 

Throughout aviation this pattern of common interests re- 
peats itself. 

That is why Aviation does not concentrate editorially on 
maintenance to the exclusion of other interests — nor on 
manufacturing, nor on operation, nor on distribution. 

Each month Aviation directs its editorial content to all 
the interlocking interests of aviation. To the needs of re- 


Wg +. 


MAINTENANCE ENGINEER 


~~ 
DISTRIBUTOR 


search, design, engineering and production — to the related 
needs of operation executives and maintenance engineers — 
and to the needs of the distributors and aircraft service 
operators who are today laying the groundwork for an ex- 


panding postwar plane market. 


We call it foundation editorial coverage. It means ade- 
quate information directed to an adequate audience. 

To you it means foundation market coverage. It means 
that each month your advertising is assured of reaching 
42,000 paid subscribers who represent a// the buying interests 


of aviation. 


AVIATION — AVIATION NEWS — AIR TRANSPORT 
McGraw-Hill Publishing Co., 330 W. 42d St., New York 18, N.Y. 


OPERATION 


MANUFACTURING 
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MAINTENANCE 


DISTRIBUTION 
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EUGENE C PULLIAM 
EOITOR AND PUBUSHER 


THE INDIANAPOLIS STAR 


Eugene Pulliam 


Publisher, The indianapolis Star 


Asks... 


Marshall Field 


Publisher, Parade 


Answers = 


TWO FIFTY PARK AVENUE 


NEW YORK 


Mr. Eugene Cc. Pullien, 


The Indianavolis Star, 
Indianapolis, Indiana. 


Dear Mr. Pulliam: 


April 2, 1945. 


March 31, 1945 


Mr. Marshall Field, Publisher 
Parade Publication, Inc. 

405 Lexington Avenue 

New York 17, Ne. Yeo 


My dear Mr. Field: 


As you know, we recently cancelled This Week for the purpose 
of taking on Parade and made a contract with your company to 
distribute Parade to the subscribers of The Indianapolis 
Sunday Star. A survey of Sunday newspapers and supplements 
which I made some months ago convinced me that Parade appeals 
strongly to all classes of subscribers and I felt that with 
your personal support Parade was certain to achieve outstand- 
ing success as a Sunday supplement. 


Recently there have come to me, directly and indirectly, re- 
ports indicating that you intend to sell Parade Publication, Inc, 
to newspapers which now subscribe to Parade or that you plan 

to give your stock in the company to the key executives of 
Parade. 


Prankly, these reports disturb me. I am perfectly willing to 
absorb the additional cost involved in distributing Parade until 
such time as it becomes a profitable operation to publishers 
but I sincerely believe the establishment of Parade as a profit- 
able supplement depends on continuity of both ownership and 
management, which in this instance can be provided only by your 
continued personal support of Parade. 


I quite realize that by raising these questions I am, in @ way, 
inquiring into your personal affairs but under the circumstances 
of my own understanding when I contracted for Parade, I hope you 
will accept this letter in a spirit of friendly inquiry. I have 
not disoussed this matter with other publishers who have sub- 
scribed for Parade but I feel sure they too would like to know 
whether these reports are true and what your own personal plans 
are with regard to the future of Parade. 


With warmest personal regards, 
Sincerely, 


Gane il lanin 


ECPulliam 
uf 


AKRON BEACON JOURNAL 
BRIDGEPORT SUNDAY POST 
CHICAGO SUN 
DENVER ROCKY MOUNTAIN NEWS 
DETROIT FREE PRESS 
EL PASO TIMES 
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This will acknowledge your letter in which you discuss 
reports that have reached you regarding the future of PARADE. 
I want to thank you for the frank spirit of your inquiry. 


We hear all kinds of reports about PARADE but naturally 
we do not pay attention to many of them. However, the reports 
which have reached you are of a serious nature and I can under- 
stand why you are disturbed. You are entitled to a definite 
assurance regarding my personal interest in PARADE and our 
plans for its future. 


PARADE was established because we felt there was a real 
need among Sunday newspapers for the type of supplement which we 
are producing. Despite war restrictions, PARADE has made splendid 
progress. Although I have set aside a small amount of the stock 
for key executives, I have no intention whatever of disposing of 
my interest in Parade Publication, Inc. We want to make it the 
very best supplement available to American newspapers, and you 
may rest assured that under no circumstances which I can at 
present conceive of, will my support be withdrawn. 


I appreciate the confidence which you have expressed by 
contracting for PARADE. With your cooperation and that of other 
publishers who subscribe for PARADE we will achieve "the outstand- 
ing success" which you so graciously say you cherish for PARADE. 


Yours very truly, 


Nranlhel bh 


*INDIANAPOLIS STAR Ihe 
JACKSONVILLE FLORIDA TIMES-UNION ( 


NEW BEDFORD STANDARD TIMES 


In thi 
NEWARK STAR-LEDGER oP ighh 
PORTLAND (ME.) SUNDAY TELEGRAM does not 
SYRACUSE HERALD-AMERICAN week to 


are in? 


TOLEDO TIMES 
WASHINGTON POST 
YOUNGSTOWN VINDICATOR 


*Beginning September 16th, 1945 Like 


. psp ol TOW AVENUE, NEW YORK K 27 
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he Creative ans Corner 


We are sorry that we can’t reproduce 
advertisement here in full color ex- 
it appears in the Ladies’ Home 
ournal for April. 

1 is an advertisement of the Hawaiian 
pie Company devoted to paper sal- 
and we think it is one of the best 
1e war advertisements. The picture 


re needed right mow tot fromt-lene chate. 


Such waste peper is beng converte 


sa picture of everyone’s attic. It tells 
‘ou plainly that this appeal applies to 
rou. And the precise, sharp text makes 
he plea specific and immediate. 

Like every good advertisement, and un- 
ke most war advertising, it tells you 
without wasting a single word (there are 
nly 107 of them) what you can do and 
Why you should do it, and it asks you to 
Jo this now: 

Those old magazines, newspapers, car- 
tons, pasteboard boxes, Christmas cards, 


By ELON G. BORTON 
Advertising Director 
LaSalle Extension University 


Like many other advertising men who 
€ garden “nuts,” a favorite part of my 
fading diet is in flower and vegetable 


ital particularly in winter when they 
Hetp dream about the wonder garden 
F am ig to have the next summer. They 
f€ gre it tonics when it’s zero outside. 

' ny advertising man—garden “nut” 
can study these catalogs with in- 


ferest nd value to himself. For most of 
ose e masterful selling pieces, devel- 
ped r years of testing. They have to 


40 U ole job of selling and bring back 
r and the money by mail. 
linary times, some of them are 


"atc: bieces of printing, using colors and 
ms very effectively. (Now of 
_ they are attenuated samples of 


ial selves.) You can almost taste 
‘ and smell the flowers. The lay- 
well handled, despite the demands 
led copy about many items. 

e these catalogs must do the en- 
of selling, they employ all the 


These ofd magazines, newspapers cartons 


hoard boxes, Cherisenas Cards, Valentines, loners 


sl as fost as The situation is so ecute thar « 
posiide ince contamers that carry arereennen, should be carne in for saleage as soon as you 


blond place and food cy all of our fightom men 


Valentines, letters of long ago and other 
paper you have stored away are needed 
right now for front line duty. 

“Such waste paper is being converted as 
fast as possible into containers to carry 
ammunition, blood plasma and food to all 
of our fighting men, 

“So urgently is waste paper needed that 


, paste Se urgently is waste pega vender) that exer baxh 


shuuid comssler a a “rust te search ther atte s 


of tong ago, aad other paper you've stored away hasments, stotcroces, Htraries, desks, closets ond 


sighves fiw this weed reatersal 


wen this magazmne 


and your family hove firwsbed reading a. 


Cooperate with the paper salvoge drive in your community. Watch your 
doily paper fur ammovacements obout the collection of scrap poper. 


everybody should consider it a ‘must’ to 
search their attics, basements, store- 
rooms, libraries, desks, closets and shelves 
for this vital material. 

“The situation is so acute that even this 
magazine should be turned in for salvage 
as soon as you and your family have fin- 
ished reading it.” 

It is the final paragraph, we think, that 
makes this an almost perfect advertise- 
ment. (We would like to have seen a 
straight type headline; small, black, bold.) 


Ihe Pay aa Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


proved hooks of successful order getting. 
You know from the copy what you are 
buying, what it will look like and any 
special details of planting. The enclosed 
order blanks are very complete and con- 
venient. And there are often combination 
group offers and special prices for quan- 
tity orders. In normal times again, there 
are often special inducements for larger 
orders, as an extra $1 order free with a 
$5 cash order, a $2 free order with a $9.50 
cash order, etc. 

But it is in the copy that I particularly 
revel, for these catalogs contain some of 
the best imaginative copy to be seen any- 
where. Obviously flowers and fruit lend 
themselves particularly well to such copy 
but even with that, you have to hand an 
accolade to some of these copywriters. 

For instance, can you beat this descrip- 
tion of an Iris with the catchy name of 
Black Magic? “The name makes you think 
of witchcraft and mysticism; and indeed it 
seems that nothing but the art of black 
magic could have produced this beautiful 
Iris; deep, lustrous, velvety, blue-violet 
coloring; rich satiny texture.” 

Or this of honeysuckle? “From June 


until freezing, this magnificent vine is 
covered with showy clusters of large, fra- 
grant flowers, rosy-flame outside and gold 
inside. The attractive foliage, a rich blue- 
green, makes a perfect background for the 
brilliant flowers. Hardy, healthy, easy-to- 
grow, it thrives North, South, East and 
West, in full sun or partial shade. It can 
be used in so many places—trellis, porch, 
pergola, fence, fine for covering bank or 
cave or trained as a shrub. Our big two- 
year plants will bloom this summer.” 

I don’t care much for cabbage, but this 


You Ought to Know . 
=: 


The president of Campbell-Ewald Com- 
pany celebrated his 60th birthday April 20 
at a luncheon at Detroit’s Recess Club, 
which brought together his home office 
staff members and representatives from 
all of the branch offices of the agency. 
Henry Theodore Ewald, a native Detroiter 
who started with little and pushed ahead 
by developing ability to harness circum- 
stances, was showered with impressive 
gifts and listened to a pleasant flow of 
praise from employes who have been his 
close associates. 

Perhaps no other advertising executive 
has started with so little and has left his 
imprint so widely and definitely on his 
city’s and the nation’s life. 

His only legitimate graduation was from 
Bishop Union grade school in Detroit. 
Several decades later he received an hon- 
orary diploma from Central High School 
and an honorary LL.D. degree from 
Wayne University, both of Detroit. Among 
his other recognitions are the 1941 gold 
medal in the annual advertising awards 
sponsored by Advertising & Selling and, 
in 1942, a bronze medal from the Univer- 
sity of Missouri School of Journalism. 

For many years Henry Ewald has been 
chairman of the board of the National 
Outdoor Advertising Bureau. He is a for- 
mer chairman of the American Associa- 
tion of Advertising Agencies, a former 
director of the Detroit Board of Com- 
merce, and former head of the Detroit 
Red Cross. He was a founder and secre- 
tary (at 19, when too young to be a mem- 
ber) of the Detroit Adcraft Club. He is 
vice-president of that city’s Civic Light 
Opera Association and works, every 
month of the year, for the Salvation Army 
there. He is also an active bank director 
and Chevrolet dealer. He found time, in 
1940, to help Lt. Gen. William S. Knudsen 
get OPM (now WPB) started in Washing- 
ton. He “re-designed” and promoted 
James Couzens effectively enough to make 
him mayor of Detroit and then United 
States senator. 

And more than any other, Henry Ewald 
is responsible for the fact that for several 
decades, Campbell-Ewald Company has 
ranked among the dozen largest adver- 
tising agencies, with billings in some years 
up to $25,000,000. Even today, with auto- 
motive advertising expenditures much 
smaller than before Pearl Harbor, he cites 
Dun & Bradstreet figures to show that 
C-E’s financial position is the strongest of 
any agency. Its net working capital is 
more than $2,000,000. 

Ewald’s first job was in a ticket office 
of the Detroit & Cleveland Navigation 
Company. Soon he was made the first ad- 
vertising manager of the company. Then 
he went to EMF (Everett-Metzger-Flan- 
ders), an automobile company, later taken 
over by Studebaker, as assistant advertis- 
ing manager, at South Bend, Ind. In 1911, 
with Frank J. Campbell, he formed Camp- 
bell-Ewald Company. 

Campbell, formerly advertising manager 
of the Press-Gazette of Pontiac, Mich., and 
of the Aerocar, became president of the 
agency, and Ewald secretary. Their first 
account was Hyatt Roller Bearing Com- 
pany. There Ewald met Alfred P. Sloan 
Jr., then president of Hyatt, and now 
chairman of the board of General Motors 
Corporation. 

Campbell went overseas for the YMCA 
in World War I, and left the agency. Later 
he became advertising manager for S. S 
Kresge Company and for the First Na- 


copy almost made me send for some: “You 
seldom see it in the markets, but friends 
who know European cooking will tell you 
how delicious Savoy cabbage tastes, 
stuffed with sausage, or cooked in many 
other favorite ways. ‘Savoy’ means crin- 
kled leaves, and in this variety they are 
a rich green, which indicates high vitamin 
content. The flavor is more delicate than 
white cabbage and the head not so tight 
and hard; so it does not keep as well. It 
is one of the quality vegetables which only 
the home gardener can enjoy at its best.” 


e eHenry T. Ewald 


QUARTER-CENTURY CLUB—Henry Ewald 
(left, top photo), H. M. Carroll and Alfred 
Sloan Jr., General Motors chairman, posed for 
this picture when the young Campbell-Ewald 
Co. handled advertising of Hyatt Roller Bear- 
ing Co. of which Mr. Carroll was and is ad- 
vertising manager, and Mr. Sloan was presi- 
dent. A quarter century later, the three posed 
for the bottom picture. 


tional Bank of Detroit. Currently, he is 
an OPA official back in Pontiac. 

Ewald went into advertising agency 
work and married Oleta Alice Stiles, in 
the same month, in early 1911. A daugh- 
ter, Oleta Shirley, was born in 1912, and 
a son, H. T. Jr., in 1924. 

Campbell-Ewald’s advertising help was 
a factor in making Detroit, Ewald says, 
“the only major league city to go over 
the top in the four Liberty Loan and the 
final Victory Loan drives in World War I.” 
A baseball fan, he has a box at the De- 
troit Tigers’ nearby Navin Field; listens in 
on the early innings at his office; finishes 
the game at the field, and then goes back 
to the office to work. One of his ambitions 
is to own a minor league ball club. 

In 1922, Ewald signed the entire Gen- 
eral Motors account. Then $6,000,000, it 
was the largest account up to that time. 
Later GM grew to $40,000,000 a year, 
placed through several agencies, but C-E 
kept Chevrolet, which has billed up to 
$18,000,000, and several other GM ac- 
counts. Also in 1922, C-E took the entire 
13th floor in Detroit’s new General Motors 
building. 

Although in early days, Ewald admits 
that Campbell-Ewald, like other agencies, 
had a “rainbow division” for chasing ac- 
counts that looked better than they proved 
to be, the agency’s operations as a whole 
have been conservative and business-like. 
Ewald emphasizes group operation. Even 
its slogan, “Advertising Well Directed,” 
was group-developed. 

On the other hand, Ewald himself 
worked out “Hyatt Quiet roller bearings,” 
“Sleep Like a Kitten on the Chesapeake 
& Ohio,’ and designed trademarks for 
Ethyl gasoline and United Motors. One of 
his favorite slogans was “Zip-Open Your 
Heart,” for the Detroit Salvation Army. 
Incidentally, Henry R. Luce, head of 
Time, Inc., has credited Ewald for sug- 
gesting the idea of Life. 

Henry Ewald is proudest perhaps of the 
fact that, come hell or high water, his 
agency has always discounted its bills. In 
the midst of the Michigan bank holiday, 
in 1933, he arranged by telephone with a 
New York bank to start a new account. 
While many Detroiters were trying to bor- 
row a dime for lunch, Campbell-Ewald 
Company paid more than 4,000 newspa- 
pers and magazines promptly, as well as 
its own 400 employes. 
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—tThe Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 

Wanted,” “Representatives Wanted,” and “Representatives Available, 

50 cents a line, minimum charge $2. Terms cash with order. All] other 

classifications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


ae ls WANTED  __—__ 
Long-established midwestern agency 


HELP WANTED 
ADVERTISING & PUBLISHING 


All Types of Positions wants copywriter and layout man— 
Placements anywhere in the mail order background preferably. 
United States State e xpe rience, salary desired. 
GEORGE WILLIAMS—Personnel Box 7217, ADVERTISING AGE 
209 S. State St., Har. 2063, Chicago. 100 E. Ohio St., Chicago Li; 3 


COPY CHIEF OF UNUSUAL ABILITY 


A New York agency with Major League Magazine, Newspaper and Network 
Radio accounts desires a working copy chief of experience, vigor and ability. 
This man must be possessed of rare creative imagination. 
idea-sparker. 

work of others. 


He must be an 
He will be required to write copy himself and supervise the 

For such a man there is a unique opportunity in a soundly 
financed national advertising agency that has established an unusual reputa- 
tion for forward thinking and resourcefulness. Our employees know of this 
advertisement. Please write full details (which will be held confidential) in- 
cluding salary desired, to 


Box 6113, ADVERTISING AGE, 330 W. 42nd St., New York 18, N. Y. 


_ HELP WANTED 


ADVERTISING SALESMEN 


| 


Prefer previous experience general, 
industrial, trade journals. Consider 
ambitious, interested, veterans, be- 
Zzinners. Salary. Real future. Promi- 
nent company. 

Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


Mail Order Copywriter to work on 
Book accounts, mainly newspaper 
magazine coupon ads. Experience in 
selling technical, scientific and edu- 
cational books especially desired, 
though ability to write straight 
book copy (fiction and non-fiction) 
would also be useful. Small, pro- 
gressive New York agency; 5 day 
week. State education, experience, 
salary required. 
Box 7293, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


CHIEF OF THE WASHINGTON BUREAU OF THE NEW YORK HERALD 


“U.S., Russia May Ask Votes Equal British.” 
This headline (in the New York Herald Trib- 
une for March 29, 1945) was the first the 
world knew about it. Even top assistants in the 
State Department didn’t know it. The White 
House and the State Department called quick 
conferences, thanks to the story thanks 
especially to Herald Tribune Washington 
Bureau chief Bert Andrews who wrote it. 

Only a week before that, Andrews had been 
tilting with the War Department over another 
Herald Tribune story that “one of the wisest 
men in the government had said the Army 
had been backward in admitting its mistakes.” 

Andrews later listened to—and gave—the 
War Department's side of the story—then had 
the satisfaction of seeing one of the criticized 
generals quickly arrange a press luncheon. 

Next day came phone calls from several men 
high in government. His stories, he was told, 
had served the excellent purpose of clearing 
the air. 


spondent. 


Roosevelt and 
got that story 


drews’ 


° . . * develop into a 


Bert Andrews has a habit, almost a weak- 
ness, for asking various government officials 
categorical questions . . . putting the answers 
with known facts .. . then seeing how the re- 
sults add up. A native of Colorado, a Stanford 
alumnus, a reporter and re-write man by 


over the 
the making. 


TRIBUNE 


trade, he became chief of his paper’s Wash- 
ington Bureau in June ‘41—just after com- 
pleting a term as Albany legislative corre- 


He'd been head Herald Tribune man at 
Washington but two months when he an- 
nounced to the world that the late President 


Prime Minister Churchill were 


conferring at sea and had been joined by the 
highest-ranking American military chiefs. He 


by the adding-up process. 


His taking the known facts, ticking them off 
and making them total—runs all through An- 
reports and gives them consistently 
‘ high readership—especially among news men. 

The same goes for his numerous Washington 
staff. A Herald Tribune capital reporter usu- 
ally has a regular beat, 
look-see for exclusive details. 

(or her) assigned story is dull or slow-develop- 

ing, he digs in other fields for other angles. 

The new angle may, 


but keeps on the 
Hence, if his 


and often does 
totally new and exclusive story. 


The Andrews add-up technique goes far to 
explain why this New York newspaper is read 
all over official Washington 
Washington wants news of itself . 
United States, 


. when official 
. and all 
for capital news in 


7 


Herald Tribune 


HELP WANTED 


Experienced factory sales or used 
car representative needed by large 
manufacturer for home office assign- 
ment. Should be under 40 and have 
practical knowledge of used car 
merchandising and reconditioning. 
Ability to write clear cut reports 
and instruction materia] for dealers 
is essential. Present employees 
know of this ad. 

Box 7269, ADVERTISING AGE 
_100 E E. . Ohio St., Chicago 11, Ill. 
EDITOR WANTED 
Leading monthly national food trade 
paper has opening for top-drawer 
editorial man. Headquarters large 
midwestern city. This is not a 
“duration” job. The real work and 
opportunity starts on “V-E” day. 
Write stating experience, qualifica- 
tions, starting salary, sending snap- 
shot if available. Our people know 

of this ad. 
Box 7265, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Artist thoroughly fa- 
miliar with daily newspaper repro- 
duction. All around ability essen- 
tial. Ready to wear and_ shoes 
experience a “must.” Pleasant 
working conditions, 5-day week. 
Box 7249, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COPYWRITER. A large manufac- 
turer, with no reconversion prob- 
lem, located in suburban Chi- 
cago has an opening for a copy- 
writer with enough experience and 
background to produce copy that 
has sincerity and discretion. Free 
hospital insurance and medical care 
are among the many benefits that 
accompany your employ. Open coun- 
try atmosphere, but excellent trans- 
portation to the door. State experi- 


ence and any other pertinent facts 
and salary range 
Box 7291, ADVERTISING 


AGE 
__ 100 E. Ohio. St., Chicago 2a, ht. 
ADVERTISING ACCOUNT 
EXECUTIVE 
for industrial agency. Must be ex- 
perienced in all phases of advertis- 
ing and promotion for industrial 
products and devoted to maintenance 
of a high standard of advertising 
craftsmanship. Position with me- 
dium-size industria! agency presents 
unlimited opportunity for man who 
can take full responsibility for cer- 
tain phases of the work. Salary and 
bonus. Application must be made 
in writing. Give complete details 
and re photograph. 
Box 7277, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Sales: Manager for Tobaceo Network. 


Good basic salary and liberal com- 
missions. Start immediately. Head- 
quarters Raleigh, North Carolina. 


Wire, 
President, 
EDITOR 
sential, 
editor. 
fast 
tion. 


Fred Fletcher, 
c/o WRAL, Raleigh, N. C. 
trade paper, classified 
has opening for experienced 
Excellent opportunity with 
growing, progressive, organiza- 
new leans of plastics or chem- 
istry helpful. Give full details. 

Box 7280, ADVERTISING AGE 

100 EK. Ohio St., Chicago 11, Ill. 


GIRL or WOMAN 
UP to 50 YEARS 
Small agency has opening for 
familiar with all details of placing 
small town newspaper ads. Must be 
typist. Know space buying or copy- 
writing. Good salary. Opportunity 
for advancement 
Box 7281, ADVERTISING AGE 
100 EL Ohio St., ¢ shicago aa, Bea 
Wanted Experienced Agency 
Copywriter 
qualified by temperament to su- 
pervise work of others ... for 
midwest AAAA Advertising 
Agency handling national ac- 
counts exclusively. 

Box 7282, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Wanted Art Director. AAAA midwest 
Agency handling national ac- 
counts, wants creative, experi- 
enced art director capable of 
earning from $7,000 to $10,000. 

Box 7283, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


MEDIA DIRECTOR 
Wanted by well established growing 
agency—to locate in Chicago and 
supervise media departments in sev- 
eral offices. Must be familiar with 
media problems and have experience 
in space and time buying. Excellent 
postwar opportunity. 

tox 7286, ADVERTISING AGE 
100 E. Ohio St., Chic: ago 11, Tl. 


Display ana or organization to 
represent in postwar period, a lead- 


phone or write 


es- 


ing manufacturer of point-of-sale 
displays, constructed of metals, 
wood, etc. Must know subject and} 


national 
Greater 


with leading 
advertisers. 


contact 
industrial 


have 
and 


New York or Eastern States. 
Box 7285, ADVERTISING AGE 
1330 W. 42nd St.. New York 18, N. Y 


POSITIONS WANTED 
ADVERTISING ASSISTANT 
Newspaper experience (copywriting, 
lavout, proofreading, account serv- 


one |} 


Advertising Age, Apri! 3 


1¢ 
Uv, IY 
» 4k 


Copy Writi ng 
in the 
Campestra'* 
Scene 


If you are weary of com, 


. . . sing 
copy with city noises and tling 
office buildings as your o»\y jp. 
spiration: 

If you are confident in yoy; 
ability to produce words whose 


subtlety and sincerity are more 
important than their subterfuge 

If you would care to join up 
with a manufacturer whose loca. 
tion is suburban Chicago and who 
has no reconversion problem: one 
who has free hospital insurance. 
medical care and many other 
benefits: 

Then write us and tell us abou 
yourself. Give us a clue as to your 
salary range if you care to. 

* In case you didn’t know what 
this meant, write anyhow. 


Box 6112 
Advertising Age 
100 E. Ohio St. 
Chicago, Illinois 


ADVERTISING 
PRODUCTION MAN 
AVAILABLE 


My entire business life has bes 
devoted to the advertising busi 
ness in most of its phases. Nin 
years employed by a 4 
agency. 


Mechanical production is 7 
specialty, although | have ha 
considerable experience in cor 
tacting and servicing account 


My most recent job was as 
Army officer, but an honorat 
discharge has put me back on 
the market. Age is now 38. 


Can only consider Chicag 
or vicinity for location. §4 
pected remuneration to start 


$5,500,00. 


BOX 6110, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALES err 


with old established publisher of '™ 
dustrial and engineering ae 
for advertising salesman on Machine 

Design Magazine. Must be uncer 
forty with personality and selling 
ability and some mechanica! or eng” 
neering background. Extreme'y inter: 
esting proposition in Chicago are 
surrounding territory. State ‘u!! per 
ticulars, background of experience, & 


Howard H. Dreyer 
PENTON PUBLISHING CC 


520 North Michigan Aver 
Chicago II, Illinois 


(PANY 


FREE-LANCE 
ACCOUNT EXECUT'VE 
with 


ice); young woman, university grad- 
uate writing ability, book knowl- NI 
edge seeks position in agency or | $250,000 A-1 BILL! G 
publishing company |] desires new placement conne . 
Box 7278, ADVERTISING AGE | progressive, well-staffed, fully pu 
100 EF. Ohio St., Chicago 11, Il. | Chicago agency. Also conside sea? 
Young Newspaper Woman, journal- |] ness _in process of developme te 
ism graduate, 2 years editorial and consider partnership, or a Cor neal 
reporting experience, desires to salary with substantial organize me 
make a change exempt. a 
Box 7279, ADVERTISING AGE Box 6111, Advertising 
1330 W. 42nd St., New York 18, N. Y 100 E. Ohio St., Chicago 
EXECUTIVE TYPE SALESMAN ° ' tive 
resen 
WANTED Publisher's Rep 
Pr © producer. Only mar - lane exceptional Must have advertising exper - 
sales record will be considere Position re- rs . ¢U 
quires parece das Hg Poa we A Peat trade papers. Describe te 
ie ae Guaranteed draw $7 500. Should be | details. 
able to net $15,000 Re in confidence 
Address Mr. Sager | Box 6114, ADVERTISING 


EMBOSOGRAF COMPANY 
Embosograf Bidg. Chicago 40, II. 


330 W. 42nd St., New York 
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poSITIONS WANTED 
“WANTED! 
or California agency with 
rr woman copywriter. Gen- 
ey copy experience on 
‘Hot ,ccounts, including foods. 
ng oa t ADVERTISING AGE 
Pan | yhio St., Chicago 11, Ill. =a 
World WarlIl. Experienced 


oe noe ing, sales promotion, pub- 
. jis seeking opportunity pro- 
* ng twar products. 
oY 7288. ADVERTISING AGE 
an I yhio St., Chicago 11, IIL. 
pavy editor desires ady. or 
ets york. Civilian exp. 
nox 72/0, ADVERTISING AGE 
Sing soy E. Ohio St., Chicago 11, Il. ae 
| : » Or Advertising Production 
m ing word with unusual technical ex-, 
‘ly in FR nce who knows how to keep a 
nedule. Thoroughly familiar with 
+ estimating, billing, proper 
your sparati n of copy and_ servicing 
junts. Practical, shop-knowledge 
vhose echanies of color work, both 
me press and lithography. Age 38, 
nore tterl : 
srried, with dependents. : 
“rluge; Minimum salary $6,000 consistent 
' th pre ious earnings, 
iN Up Hy 7287, ADVERTISING AGE 
€ loca. \ ) E. Ohio St., Chicago 11, 111. an 
id w } SRTISING COPYWRITER 
id who apt 2% years experience with 
m: one rT eat ail order house writing 
ijdren’s toy, shoe, sporting goods 
irance, ny ete. College graduate. Would 
other agency connection in Chicago 
pox 7289, ADVERTISING AGE 
abo 100 EB. Ohio St., Chicago 11, Il. 
. ADVERTISING PRODUCTION 
0 your ng woman, 8 years experience 
wertising production depts. of 
spapers and_ periodicals, han- 
> what g copy, schedules, makeup, ete. 
' ency or publication connection 
mired. Chicago or West Coast 
5112 Rox 7295, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 
Age SOME EASTERN 
\DEPENDENT TRADE PAPER 
o St ads this competent successful ac- 
‘ Business Manager and will let 
inois participate in results under a 


publishing idea. Clean cut rec- 


of present outstanding accom- 
shment available from college 
ited, married, draft exempt, 
rican, and attested by promi- 


t business leaders. 
tox 7297, ADVERTISING AGE 
W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES | WANTED | 
nior space salesman—Young man 


york under eastern manager out 
New York office, representing old 


is Dee tablished midwest publishing firm. 
1a busi represent two of the leading 
Al ications in the engineering and 
, NIN nstruction field. Excellent oppor- 
4 nity for junior representative to 
- d clientele and increase his earn- 
g capacity. Salary open. Reply 
ng age, education exp. and ref- 
m x 7208, ADVERTISING AGE 
i 1) E. Ohio St., Chicago 11, Ill. 
ve na — —$—______~-~ 
in con MISCELLANEOUS o- 4 
coun WANTED 
- voor Three Specialty Advertising 
Lines as 
as vecial Publications, Premiums, Dis- 
; vs or distinctive, unusual Spe- 
jorav ties, applicable to sales and 
ck on l-will promotion; flexible prod- 
pe. suited to “idea” selling and 
38. sured repeat. Know national ad- 
rtisers Chicago area. Have one 
ay tablished line. Brokerage or com- 
nicag ission basis territorial protection, 
c nufacturer to carry accounts. 
n. EX ise include samples. 
tart ox 7268, ADVERTISING AGE 
. 00 BE. Ohio St., Chicago 11, Il. 
AGE 
1, Wl. 


WILL 
BUY: 


TY 


of jal 
gazines 
Aachine . 
uncer 
seling Established. 
eng 
inte | d 
10 and ra e 
Il par 
“| Paper 
(PANY 
One of our clients is prepared to 
make « substantial 5-figure cash pay- 
ment, ownership or controlling in- 
ferest ci an established trade paper 
VE —in eld that lends itself to ag- 
g'essive development. Here is a fine 
1G PPortunity to put a property, which 
, suffers ‘om lack of enthusiastic pro- 
nize mot nto competent, experienced | 
Would ands. All inquiries will be treated 
te . Ss confidence, and promptly 
kn iged. 
end iple copy to: 
PUT LE dvertising 


A b 


East «Sth Street, New York 17, N. Y. 


MISCELLANEOUS 

JOB WANTED 

If your product is sold in grocery 
stores, FFR wants to work for you. 
FFR wants the job of keeping you 
abreast of the news, trends and de- 
velopments affecting the processing, 
advertising, marketing and sales of 
grocery store merchandise. 
Write for a free sample copy of 
FFR, or enter a subscription today. 
It is $3.00 a year for 26 issues chock 
full] of information of vital interest 


to you. FOOD FIELD REPORTER, 
330 W. 42nd St., Room 2120, New 
York 18, N. Y. 

Free Lance Copywriting 
House Organ Copy; Rewriting; 
Field, Library Research. 

Box 7292, ADVERTISING AGE 


100 EK. Ohio St., Chicago 11, Ill. 


SHOWCARD WRITER 
Distinctive hand lettered business 
analysis and production charts-sales 
presentations — graphs—showeards, 
ete. Confidential and reliable. 

Box 7294, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Looking for someone to write and 
produce your house organ or per- 
sonnel booklets. Complete editorial 
and production service for house 
organs, booklets and direct mail 
pieces on inexpensive free-lance 
basis. 

Hasten & 
St., Chicago, 


Moriarty, 
Ill. 


33 N. 
Andover 


La Salle 
3048. 


Joins Pure Oil 


Oliver Goldsmith, formerly as- 
sistant to the advertising and sales 
promotion manager of Visking 
Corporation, Chicago, has joined 
the sales promotion staff of the 
Pure Oil Company, Chicago. 


To Beaumont & Hohman 


The Kansas City office of Beau- 
mont & Hohman has been ap- 
pointed to handle advertising of 
Bliss Syrup & Preserving Com- 
pany, Kansas City, using business 
publications and local radio. 


Names Carter, Jones 


Carter, Jones & Taylor, South 
Bend, Ind., has been appointed to 
direct advertising of Burnette 
Castings Company, manufacturer 
of Pan-American brand cast alum- 
inum cooking utensils. 


McKee to Y&R 


Richard L. McKee, formerly on 


the board of directors and assist- 


ant vice-president of Albers Mill- 
ing Company, Seattle, has been 
named supervisor of Pacific Coast 
clients for Young & Rubicam, as 
part of the agency’s West Coast 
expansion plans. 


Divide Mechanical Meets 


Three separate mechanical con- 
ferences will be held at Los Ange- 
les, San Francisco and Seattle, 
replacing the annual Pacific news- 
paper mechanical meeting, sched- 
uled for San Francisco in May, in 
order to comply with government 
restrictions on conventions of more 
than 50 persons. 


Chicago Agency Moves 

Merchandising Advertisers, Chi- 
cago, has moved its offices to 173 
W. Madison St. 


Heads Lindberg Sales 
Norbert K. Koebel, director of 
research of Lindberg Engineering 
Company, Chicago, has also been 
appointed manager of sales. 


Joins Kleinhans 

Rolf J. Schutz has resigned as 
vice-president of Baldwin, Bowers 
& Strachan, Inc., Buffalo agency, 
to become comptroller of Klein- 
hans Company, Buffalo. He was 
formerly advertising manager of 
Kleinhans. 


| Want Three Writers! 


| have two editorial openings on my 
business publications, plus one in the 
romotion department. The editors | am 
ooking for must be reasonably experi- 
enced in business writing, and if they 
have some knowledge of advertising and 
sales promotion it would be helpful. A 
clever house organ editor might qualify. 

In addition | can use a smart young 
writer who can turn out good promotion 
copy. Magician with words not needed— 
just good intelligent presentation of busi- 
ness facts. 

Salaries on these three jubs are open. 
Location, Chicago. 

If you are interested, send full infor- 
mation regarding experience, age, draft 
status, etc., with photo, if possible. 

Business Publisher, Box 6115 
ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 


farm kitchen. . 


homes built just prior to the war . 


Pre-war plan for postwar... Not a small city apartment, but a 
. Not a pipe dream, but already in use in hundreds of farm 


. . It’s factory-functional; a kitchen, 


proper, compact, step saving, with built-in cabinets, work level sink 


Time saving, work saving, is this new type kitchen . 


in tens of thousands of prosperous Midwest farm homes 


and range, mechanical refrigerator; a second room, with cream 
separator, churn, sink, refrigerator for milk, washing machine, 
mangle, deep freeze unit, canned food storage; and a third, where 


the men wash up, leave work clothes, muddy boots, tools . 


- al 


high priority postwar project for which money is already in the bank 


and an 


index, too, of the huge new quick market for appliances, furnishings and 


fixtures in farm homes in the Heart States. New York and Pennsylvania where 


SucCESSFUL FARMING selects, serves, satisfies the country’s first farmers 


.. These SI 


farmers have the greatest investment, widest diversification, largest yield, highest cash 


income, the widest margin between income and expense today of any population group... 


After five good years, with mortgages and debts down, savings at an all-time peak, 


pent-up demand, this market represents the prime prospect field for postwar volume and 


pre fit 


the closest study now 


. Details any office . 


_ And with the medium that covers so much of it exclu ively, deserves 


SUCCESSFUL FARMING, 


Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles 
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Sees Postwar Market 
for 15,000,000 Cars 


A market of 15,000,000 auto- 
mobiles in the first three years 
after the war is envisaged by Nel- 
son C. Dezendorf, director of the 
distribution staff, General Motors 
Corporation, Detroit. 

In a recent talk before the Gen- 
eral Motors Club of Chicago he 
said: 

“An examination of the buying 
habits of automobile owners over 
the last 10 years shows that about 
7,000,000 people have the ability 
to buy and own new cars as first 
owners.” 

He said that if government con- 
trols limit new car production to 
approximately 2,000,000 for the 
first year, this number of cars will 
merely offset scrapping. There- 
after, assuming that plant capacity 
for about 50% more than was 
available in 1941 would be pro- 
vided, he believes 6,000,000 cars 


can be built in a year. 

At this rate, the customary new 
car buyers could be supplied with 
new cars in less than a year and 
a half. Mr. Dezendorf pointed out 
that in normal times the market 
is supplied by both new and used | 
cars, but following the resumption 
of production, only new cars will | 
be available in large quantities. 

In order to achieve the 15,000,- | 
000 car market, however, it will be | 
necessary ‘‘to persuade the new 
car buyers to shorten their aver- 
age period of ownership and per- 
suade a larger number of cus-| 
tomary used car buyers to step| 
into the new car market,” he said. | 

a co * 

A startling new medium called | 
“liquid heat” which may be the 
lone source of power for all home | 
utilities, such as house heating, | 
cooking, refrigeration and light-| 
ing, is exciting the plumbing and | 
heating industry, according to an| 
article in the current issue of | 


“Plumbing & Heating Business.” 


Developed and patented by 
Orion O. Oakes of the John B. 
Pierce Foundation, Summit, N. J., 


|the basis of “liquid heat” is a 
| chemical known as tetra-cresyl sil- 
| icate. 


The chemical will absorb 
up to 817 degrees Fahrenheit when 
circulated in residential boilers of 
present types, at atmospheric pres- 
sure, in contrast to water which 
vaporizes at 212 degrees Fahren- 
heit. 

It is claimed that the heating 
fluid—a_ secret formula—can be 
used for heating water, for cook- 
ing, for percolators, toasters, flat 
irons and ironers, and literally 
hundreds of other appliances uti- 
lizing heat, including steam and 
hot water boilers, Even low pres- 
sure steam turbines can be oper- 
ated from its heat and used to 
run electric generators in areas 
not now served with electricity. 
For hot air house heating systems, 
a heat exchanger has been de- 
signed, according to the inventor, 
whereby air passing over finned 
coils containing the liquid is 
heated for rooms. 

A comparison of operating costs 
of the new method against the cost 
of the usual separate services now 


|}employed, shows a saving of 48% 


in favor of the liquid heat, accord- 
ing to statistical claims made by 
the Pierce Foundation. 

us % cS 

Although General Motors offi- 
cials won’t say whether GM ac- 
tually will build passenger trains 
after the war, authoritative 
sources reveal that it is prepared 
to step into this field. Some time 
ago it disclosed plans for a novel 
railroad car, which its industrial 
designers had on paper. Inside 
reports had it that the making of 
railroad cars would be attempted 
by GM if at any time in the fu- 
ture the company felt that pres- 
ent car builders are not suffi- 
ciently aggressive and up-to-date, 
a status GM feels would jeopardize 
their Diesel-electric locomotive 
market. 

a bd ok 

That there will be a great de- 
mand for Diesel engines after the 
war is predicted in “The Story of 
the Diesel,” a booklet just pub- 
lished by the Diesel Engine Man- 
ufacturers Association. 

The demand is based on two 
conditions: 1. That engines are 
wearing out at a faster-than-nor- 
mal rate in mills, factories, power 


OLD LAMINATES IN NEW FORMS 


Survey by expert John Delmonte, indicates 
the varied combinations and uses of lami- 
nates incorporating resin adhesives and 
such varied materials as metals, ceramics, 
textiles, glass, rubber, pulp and cork for 
both decorative and functional purposes. 
Laminates have grown up in the past few 
years and are now used by every industry 
from aircraft to furniture. Post-war possi- 
bilities are obviously great. 


AS THE CROW FLIES 


Gazing into his crystal ball, leading de- 
signer J. Gordon Lippincott envisages the 
post-war helicopter incorporating plastics 
and resins in myriad roles both exterior 
(paint, glazing) and interior (molded 
laminated fuselages, molded gaskets, 
knobs, fittings). Lippincott says plastics 
will reduce weight and costs, add to safety 
factor if used properly. 


HOW MUCH PLASTICS? 


Survey shows total post-war production 
potential of plastics and resins equals 790 
million pounds, 413 million ef which may 
be considered as structural or rigid plastics. 
This total production figure places plastics 


- 


= 


IN THE FIELDS 


OF PLASTICS 


AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


properly in relation to other materials 
when it is put alongside the 2 billion 
pounds of aluminum production potential 
and the 178 billion pounds of steel ingot 
production potential. 


POST-WAR POSSIBILITIES 


Some of the present and possible uses of 
plastics in new products are illustrated in 
the article “New Opportunities in Post-war 
Markets”. These include a plastics thimble 
socket, stamp roller, flashlight circuit 
tester, multiple fuse, a new type of tooth 
brush, a potato slicer. 


SAUCY BOSSY 


What is the perfect cow? Most judges dis- 
agree so now they have a plastics model to 
go by. This miniature, 91,” from nose to 
tail, is a perfect reproduction of a wood 
model carved by a noted sculptor embody- 
ing all of the points of perfection in the 
ideal Guernsey. Molded in eight parts, 
Miss Perfection is used to judge living 
cattle in contests. 


SILICONE RUBBERS 


Another new rubber-like plastic is one 
form of silicones. So heat resisting, it is 


used as gaskets in high temperature operat- 
ing turbo-superchargers where natural rub- 
ber failed; and as lens gaskets in powerful 
Navy searchlights powered with high- 
intensity electric Arc lights. The silicone 
rubber is also water repellent and has low 
compression set at high temperatures. 


SEEDS 


Beginning in October 1943 — and subse- 
quently, at regular intervals, “SEEDS” has 
been published fn advertising and market- 
ing media as a form of plastics-wise infor- 
mation, gleaned from successive issues of 
Modern Plastics Magazine. This issue — 
No. 17—concludes the present series. 
“Seeds” has won much favorable comment; 
has done much good! Outstanding com- 
panies in the plastics industry have ex- 
pressed their satisfaction with the value of 
the campaign and Modern Plastics is happy 
to have been privileged to gather the facts 
and sow them wherever reception might 
bear fruit. The retirement of “Seeds” in 
no way interrupts your right to continue 
to call upon our Readers’ Service for any 
plastics information. Modern Plastics staff 
will gladly give your inquiries prompt and 
personal attention. 


modern }-plasties 


he Meetung Place of Plastic Minds 


122 EAST 42nd STREET © NEW YORK I7. WN. 
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plants, ships and min 
overtime work necessita 
war effort. 2. Since 
all Diesel engine buil 
been 100% in war work, 
not been in a positio: 
civilian demands. 

The booklet points o: 
years ago the industry 
power output was 100,000 | 
1944 it totaled 35,000,00 

* 


Formation of an avi 
turbine division for the 
ture of military, and, la’ 
mercial gas turbine air: 
gines, based on the jet encine 
ready developed by Westinghoy 
for the Navy, has been announe 
by L. E. Osborne, vice-presidey 

Asserting that Westinghouse 
search engineers had develops 
the first wholly American degj 
of jet propulsion aircraft eng; 
to be tested in flight, Mr. Osbory 
said the new engine is expecta 
to produce more propulsive thry 
for its weight than any other aj 
craft engine built to date. It w; 
be used to power Navy comb; 
planes. 


ans,” he 
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* * * y Compar 
Privately -owned Americ,ggm Mon 
manufacturing will provide froqmvT, © - 
3,400,000 to 4,400,000 more jog™iT. Ase 
after the war than it did in ig3q@™, New Y 
Ira Mosher, president of the N Vie 
tional Association of Manufa : 
turers, said recently. _ visual 
The industry employed 10,69jjmmelequizicé 
000 persons in 1939, he said, “Aqqmmorrow § 


the minimum of 3,400,000 adajm™pkKB, Ch 
tional workers which our surveqm ve telece 
indicates will be needed, and yqgp-hour 
have a total of 14,000,000.” ll be pre 


Mr. Mosher pointed out tha’ the ; 
manufacturing normally employ mpany, ¢ 


about 25% of the total workin Du 
force of the nation. “Should tha 

other elements of our economy | Bristol-M 
able to make similar increases i 5 3 
employment we would have ab ‘Duffy’: 
56,000,000 individuals working iggpo™e*O 
our stores, on our farms, in th heey 


various services, in local, state an 
federal governments, and in th 
other activities that make up ow 
national life. 

“This volume of employment, 
he said, ‘“‘must necessarily depen 


benste 
pens S 


olor-spr 
upon a favorable economic clifRyes of H 
mate, upon how quickly the govflyn & ¢ 
ernment lifts its ban on reconfnched H 


version and upon a national cont maga 
fidence shared by all elements npaign 
our society.” ctograph 
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Arc Welding Group Pony ef 
ess—kno 

Sets Up $37,500 Fund j to thi: 
The James F. Lincoln Arg (their) | 
Welding Foundation, Clevelan rs and 
has set up a $37,500 award an@jpke-up s| 
scholarship program to encourag@™y which 
investigation, study and scientifiqj blond 
development of arc welding igj@dium -b 
farm operation and maintenancaggporics shc 
Cash awards totaling $30,000 wiljjn are F< 
be made to 121 winners in agjy mate 
essay contest On application (™™jMow up- 
arc welding to maintenance OM magazi 
farm equipment or farm strucgjpvertising 


tures. Kk, is ha 

Thirty scholarship awards 
$250 each will be granted ont 
basis of scholastic records. Mem 
bers of the award jury will ! 
selected later. The contest closé 


June 15, 1946. the B] 
_ ate an 
General Foods Plans mt rest 
Certo Campaign S ve 
General Foods Corporation, Né of H 
York, will launch shortly “0 @°—™—pmpan 
nual campaign for Cert quidaier Mc 
pectin, tying in with the Je!)#iiating on 
making season, using 15 n anQeplaces KK 
women’s magazines. Ne: W0' RMP in Bats 
commercials also will use Jj 


Agency is Benton & Bov 
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Leigh's Summer 
b for Hildy Is 
igmund Romberg 


wisville, Ky., April 25.— 
“vn & Williamson Tobacco Cor- 
tion, beginning June 12, will 
‘or Sigmund Romberg and 
‘4 ce orchestra as a sum- 
.ement for the “Raleigh 
ith Hildegarde, now 
esday, 9:30 p.m. CWT, 


corde will return to the air 
sh cigarets Sept. 11, 
. program will originate 
New York. The summer 

how calls for a guest 
or each week. Russel M. 
1; Company, Chicago, is the 


Larus Shifts Lombardo 
; & Bro. Company, Rich- 


yy Lombardo & His Royal Can- 
> combgmans,” heard on the full net- 
Gh of the American Broadcast- 
, Company for Chelsea cigarets, 
ericam Monday, 10-10:30 p.m., 
ide fre T, to Tuesday, 9-9: 30 p.m., 
ore ioifmvT. Agency is Warwick & Leg- 
New York. 


. In 193 
= N Video Quiz Show 
anu cual telephone quiz show, 
 10.60qqqmelequizical,” will make its debut 
id. “Agqmmorrow at 8 p.m., CWT, over 
' MKB, Chicago. First of its kind 
r surve 


be telecast in the Midwest, this 
@aif-hour experimental program 
)» [mpl be presented in cooperation 
the Commonwealth Edison 


pe mpany, Chicago. 

workin Duffy’s Substitute 

inna pristol-Myers Company, New 
“eases rk, as a summer replacement 
ve abt ‘Duffy’s Tavern,” will sponsor 
rking orrection Please,” in the NBC 
- in thee on Fridays 8:30-9 p.m., EWT, 
tate angagtween June 8 and Oct. 5. 

1 in <——eamepaiereas 

up ollffbenstein Color-Spread 


pens Spectograph Drive 


‘lor-spread insertions in April 
ues of House Beautiful, Liberty, 
un & Country and Vogue 
inched Helena Rubenstein’s cur- 
mt magazine and newspaper 
npaign based on five color- 
ctograph charts which are 
ailable upon request. 

“Don’t 


) Copy entreats readers, 
d ess—know—your best colors!,” 
2 i to this end “actually places 
In Ar@™@ (their) hands 32 timely fashion 
evelan rs and the perfect lipstick and 
ard an@™ke-up shades” if they will spe- 
\courag@™y Which of five hair-types they 
scientifi blonde, ~brunette, redhead, 
ding i@™®dium- brown or silver - gray. 
tenanca™mbrics shown in the color inser- 
000 wij. are Forstmann Woolen Com- 
; in any materials. Rubenstein will 
tion OMM@flow up initial ads in its regu- 
ance 9 magazine and newspaper list. 
strug™@vertising House, Inc. New 


k, is handling the campaign. 


| on WwW s 
Mem GB, KPMC Join Blue 
vill S@WHGR, Harrisburg, Pa., and 
( close@PMC, Bakersfield, Cal., are join- 
g the Blue Network as a basic 
ate and basic supplementary 
S et, respectively. WHGB starts 
frations June 15 operating on 
0 ke, 250 watts, under owner- 
Harrisburg Broadcasting 
mpany. KPMC, owned by Pio- 
er Mercantile Company and op- 
sing on 1,560 ke., 1,000 watts, 
yiaces KERN as the Blue out- 
In Bakersfield. 
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Admen to Hear Crain 


Members of the Chicago Adver- 
tising Managers Club will hear 
G. D. Crain Jr., publisher of Ap- 
VERTISING AGE, at their meeting 
May 1 at 6:30 p.m. at Henrici’s 
in the Merchandise Mart. Mr. 
Crain will discuss “The New Chal- 
lenge to Advertising and Market- 
ing,’ an ADVERTISING AGE presen- 
tation. 


Tom Joyce Joins 
Raymond Rosen Co. 


Thomas F. Joyce, formerly gen- 
eral manager of the radio, phono- 
graph and television department 
of RCA Victor division of Radio 
Corporation of America, has re- 
signed to become general man- 
ager of Raymond Rosen & Co., 
Philadelphia wholesale distributor, 
in which he has acquired part in- 


terest. He succeeds the late Ar- 
thur Slap. 

Among the national brands 
handled by the distributor are: 
Kelvinator and Leonard refrigera- 
tors, RCA Victor radios, phono- 
graphs and television receivers, 
Victor records and RCA sound sys- 
tems, Bendix Home Laundry, 
Eureka vacuum cleaners and 
American Kitchens. 


‘Tool Engineer’ on Quota 


Tool Engineer, official publica- 
tion of the American Society of 
Tool Engineers, Detroit, has been 
granted a magazine paper quota 
as a result of its recent appeal to 
the War Production Board. Agen- 
cies or advertisers wishing to be- 
gin or resume advertising sched- 
ules with the May issue should 
contact the society at 1666 Penob- 
scot building, Detroit. 


McMurphey to DeSoto 
as Assistant Ad Director 


George W. McMurphey, recently 
| manager of war information pro- 
|grams with OWI in Washington, 
|has joined the De Soto division 
| of Chrysler Corporation, Detroit, 
|as assistant director of advertis- 
|ing. He has held executive posts 
| with the OPA and WPB since 
| 1942. 

Mr. McMurphey operated his 
own agency at Portland, Ore., for 


;about 10 years, before joining J. 
Stirling Getchell, Inc., Detroit, in 
1941 as an executive on the De 
Soto account. 


Blue Pacific Names BBDO 


The Pacific Coast network of 
the American Broadcasting Com- 
pany has appointed Batten, Bar- 
ton, Durstine & Osborn, Los An- 
geles, to handle its advertising. 


The agency will also represent 
KECA, Los Angeles. 


Special Editions, sections, pages are sold solid 
and soundly on an insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


Reynolds Metals Company 


METALS 


We KNOW how 


our trained seals 
will perform 


The first requirement in a package 


seal is that it shall be a 
The second—that it 


perfect seal. 
tests to the 


strength which meets the packaging 


requirement. 


This machine, in Reynolds Labora- 
tory, tests the strength of every package 
seal before it is approved for production. 


There are twelve highly specialized 
departments in Reynolds completely 
equipped, modern packaging laboratory 
. . . dedicated now to the single aim of 
developing better packaging for the 
shipment of the matériel of War. 


The needs of war have brought about 


packaging miracles! Undreamed of im- 
provements have been made in rolling, 
laminating and sealing foil materials. 


If you are interested in knowing how 
these developments can help you deliver 
your products to the public in better 
condition and with greater sales appeal 
than ever before, Reynolds technicians 


will be glad to help you. 


For 25 years Reynolds have been the 
world’s largest producers of foil! 


Address inquiries to—Reynolds Metals 
Company, Reynolds Metals Building, 


Richmond, Virginia. 
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37% of Manufacturers Plan 
New Items and Markets 


Only 1/5 Would Alter 
Distribution, Says 
Dun & Bradstreet 


New York, April 24.—Of 13,666 
manufacturers reporting to Dun & 
Bradstreet in a survey, 37% plan 
to manuiacture new products after 
the war; 29% to sell new classes of 
customers; 46% to expand sales 
territories, but only 22% to use 
“new methods or channels of dis- 
tribution.” 

Of 8,648 wholesalers reporting 
in the survey, on the other hand, 
44% plan to sell new lines, 34% 
to sell new classes of customers, 
46%—the same proportion as of 
the manufacturers—to expand 
sales territories, and 27% to use 
new methods or channels of dis- 
tribution. 

Chemicals (including drugs) led 


all 20 industry classifications in 
proportion of manufacturers plan- 
ning to make new products—with 
56%. Then came electrical ma- 
chinery, rubber, and _ transporta- 
tion equipment, with 52% each. 
Forty-eight per cent of machinery 
(except electrical) manufacturers, 
46% in automobiles, and 42% of 
paper makers would make new 
products. At the bottom of this list 
came tobacco, 11%; apparel, 21%, 
and printing and publishing, 23%. 

Transportation equipment, with 
54%, topped the industries in the 
proportion of members who intend 
to sell new classes of customers, 
followed by automobiles, 42%; 
chemicals, and machinery (except 
electrical), 39%, and rubber, 38%. 
At the bottom of this group were 
tobacco, 9%; apparel, 19%, and 
furniture, 21%. 

However, tobacco, with 64%, was 
first among all industries in pro- 


Houston Post 94.6% 
Door Delivered or 
Mailed . . . Thousands 
of Families Read 
No Other Paper 


Harris County alone is a market of 155,000 families. 
The only morning paper available to these 155,000 
families, and to thousands more in the surrounding 
area, is the Houston Post. It has the largest city and 
suburban morning circulation in all Texas, covering 
a market of over a million people buying over a 
quarter-billion dollars worth of goods annually. 


The Post is remarkable-among morning papers in 
home readership. 94.6% is Door Delivered or Mailed. 
Only 1 copy in 20 is bought on the street. The Post is 
bought for day - after- day interest—because it offers 
every member of the family what they want in a news- 
paper. 


The Post is the only Houston paper with Associated, 
United, New York Times, and Chicago Tribune Press 
services. It carries 25 of the most popular comics regu- 
larly—the only Farm Column in Houston—the only 
complete Market Page—columns devoted to the house- 
wife’s many interests—and offers one of the strongest 
sports pages to be found anywhere. 


For many years, local advertisers who need to sell 
the family as a group, have bulked their advertising 
in The Morning Post. Their lead is being followed by 
more and more national advertisers who are swinging 
to this home-read morning paper which offers the 
morning field undivided in the largest market of the 
entire South. 

Represented by 


BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


portion of members who intend to 
expand territories. Then came 
chemicals, 61%; transportation 
equipment, 59%; automobiles, 55%; 
non - electrical machinery, 55%, 
and electrical machinery, 51%. 


All to Expand Sales Areas 


For the most part, all 20 indus- 
tries seemed united in their inten- 
tion to expand sales territories, 
with the exception of lumber and 
timber, only 25% of the members 
of which indicated such plans. 

Transportation equipment, with 
48%, was far ahead of all others 
in the proportion of members 
planning to use new methods or 
channels of distribution. This in- 
dustry, in the Dun & Bradstreet 
survey, includes aircraft and parts, 
shipbuilding and repairing, rail- 
road equipment, motorcycles, bi- 
cycles and parts, etc. Other dis- 
tribution pioneers among indus- 
tries tomorrow would include 
automobiles, 31%, and electrical 
machinery and rubber, 29%. Stone, 
clay and glass, 15%, and textiles, 
tobacco and furniture, 16% each, 
seemed least inclined to pioneer. 


Many Electrical Products 


Food—probably the biggest and 
certainly the most basic industry— 
was below the average of all of 
them in proportion of members 
planning to introduce new prod- 
ucts and to sell new classes of 
customers, but a bit above the 
average in percentage of those in- 
tending to expand sales territories 
and to adopt new methods or 
channels of distribution. 

Electrical goods wholesalers, 


67%, had the largest proportion of 
members who intend to introduce 
new lines, followed by automotive, 
plumbing and heating equipment, 
paper, and hardware concerns. 
Electrical goods wholesalers, with 
49%, also led in plans to sell new 
classes of customers. Next came 
automotive, hardware, paper and 
petroleum. Chemicals and drug 
wholesalers, 54%, topped the list 
of groups intending to expand 
sales territories—followed by auto- 
motive, petroleum, paper, beer, 
wines and liquors, dry goods and 
apparel, and electrical goods. First 
among wholesaler groups planning 
to employ new distribution meth- 
ods or channels was petroleum and 
its products, 39%, followed by 
electrical goods, automotive, beer, 
wines and liquors, and chemicals 
and drugs. 


Most Activity in West 


Western and middle western 
manufacturers and _ wholesalers 
generally indicated more intention 
than eastern and southern concerns 
to introduce new products and 
distribution methods and to tackle 
new classes of customers and new 
markets. 

Of 12 Dun & Bradstreet areas, 
corresponding to the 12 Federal 
Reserve Board areas, Minneapolis 
was first, 43%, in percentage of 
manufacturers who intend to make 
new products and, 52%, in the 
proportion of those who would 
expand territories, while Kansas 
City, 35%, was first among areas 
in which manufacturers are plan- 
ning to sell new classes of cus- 
tomers. Minneapolis and Kansas | 


City, 26% each, follow: 
and San Francisco, 25‘ 
the highest proportion 
facturers planning ne, 
tion methods. 

Dallas and San Fran: 
the wholesale areas 
sell new lines; Dallas ; 
the wholesalers who wi 
classes of customers; D 
sas City, St. Louis and 
wholesalers intending 
territories, and Kansas 
Minneapolis, the whole: 
would use new distribu: me 
ods or channels. 


Spalding Sets Summer 
Sports Cartoon Series 


Again this summer, A. 
Spalding & Bros., New York | 
planned a summer series of § 


line newspaper ads to prom 
various Spalding products thro 
the cartoon technique. ; 
May 1, the ads, drawn by Wil]; 
Mullin, sports cartoonist of 
New York World-Telegram, y 
appear on sports pages of mg 
than 40 newspapers, with each 
featuring an episude in the } 
tory of America’s major sports. 

The cartoons will be bound 
book form again for free dist 
bution to sports fans, schools, ¢ 
leges and_ clubs. Agency 
Ferry-Hanly Company, New Yo 


Appoints Gibbons 
Rogers-Majestic Ltd., Torop 
maker of radios, radio tubes q 
household and electric applianc 
has appointed J. J. Gibbons Lt 
Toronto, as its agency. 


This (Qolossus makes 


PAUL BUNYAN 
A PIKER 


EMEMBER the tall tale of Paul Bunyan ? 
Legend is that, single-handed, he cut all 

the timber from Maine to Minnesota. 
But listen to a greater tale—and this one no 
legend. Hear the true story of a Colossus who 
last year cut 6,000,000 cords of pulpwood .. . 
the Colossus of the Cross Roads . .. the 


American farmer. 


In 1944, !primarily as a sideline, this giant 
lands more than 
35% of allthe American pulpwood consumed 
by our paper-making industry. 
farmer not only improved his timber holdings 
but helped save our war-caused paper short- 
age from becoming a national catastrophe. 
And, incidentally, his logging added another 
80 million dollars to his steadily growing 


logged from his own w 


bankroll! 


The farmer last year surprised the nation 
with record harvests in practically all crops. 
This, in spite of an acute shortage of farm 
help and aging machinery. The farmers’ total 
income reached 27.9 billions, his savings 13.5 
billions ... making him the richest farmer in 
history, and a giant post-war prospect that all 


Industry is eyeing eagerly. 


And as Industry looks toward the farmer, it 
naturally looks toward Country Gentleman. 
You can be sure that as soon as the paper 
shortage eases (and farmers themselves are 
helping to ease it) Country Gentleman will 


welcome new advertisers to the post-war 


**harvest.”’ 


The biggest farm sales in history lie ahead! ° 


ountry — 
entleman | 
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sing Age, April 30, 1945 


From: Reflections of the Judges 


Chicago, April 26.—Spiegel, Inc., 
iil order house and retail store | 
iin, has begun mailing its an- 
ial summer catalog to customers 
throughout the nation, calling the 
kk an anniversary number. The | 
m is 80 years old. 

Among the merchandise listed 
2re an aluminum pressure canner, | 
etal vegetable bins and juicers, | 
rbecue grills, yard furniture, | 
tee] fencing, and a wide selection 

{ sportswear and summer fash- | 
ions for women and children. | 
Two of the 140 pages are de- 
ted entirely to a list of goods | 
included in the large Spiegel fall | 
nd winter catalog which have 
been sold out. About 300 items are 
nthe list, including various dress 
joods, men’s Wear, guns, sports | 
quipment, house furnishings, farm 
ind auto equipment, etc. 
Aldens Chicago Mail 
sompany devotes 16 of 
ages of its summer catalog to 
affic items. The new catalog, 
Ww being mailed to regular cus- 
omers, lists tableware, curtains, 
vinylite shoes, and a wide line of 
men’s summer apparel, home 
nishings, ete. 


a Adver 49 
Y Dal : 
ach. _ = The extent to which the RFC is | 20,000 catalogs listing the articles|Pa., has been appointed commis- 
may eissinger Hits Surplus Board — gh ame na ae was a will be sent to arambartine cus- | sioner of the Office of Army-Navy 
listri . . ° | plaine efore the Senate small | tomers, | Liquidation. a joi ilitarv < 
Side-by-Side Gets 30 Ad Bids; —fusines “ommitee by Waiter ee  Spacal organtztion, 
topy . 7 S assistant cirecior. |Sarco Launches peries |direct overseas surplus propert 
nin The RFC is using descriptive ae : nia as pe I or ele Bis . 1 y 
Atlad Nutdoor Signs RFC Mum on Plans catalogs and paid se Miers smace, Mtg oor pica on nia gd | disposal. 
eek nf tos Angeles, April 24.—Outdoor (Continued from Page 1) and is releasing information to | metropolitan seemmamane’ ts ” 0- | 
is, Kal er plant operators of south-|advertisements to announce its |dailies and trade publications to | ote ape es “the all coleene | 
inta { ?- ornia were complimented | readiness to sell a few items. publicize its sale of machine tools. | Gjeaner.” Copy pd ae P an 
expat. eliminating “multiple units,” | When the RFC first indicated it | Paid advertising is being used now, | “extremely efficient aleuneis ps ALL BY ITSELF. 8 
ity al which signs appear next to each | was seeking an agency, officials | he explained, to call attention to| oftener, and deodorant ’ grime 
'S Wilmer, by W. B. Geissinger, vice- | said its future advertising would |a current offering of 8,999 new |pucter.”’ The product will be| 
Mef ocident and general manager of ‘be used primarily to acquaint the|machine tools and __ production | promoted lates in nawenenere 
Los Angeles office of Batten, | public with the methods and places | equipment at Springfield, Ill., and | throughout ‘ian enaniahe Car ptt 
ee yurstine & Osborn, speak- | of sale rather than to tell what|an offering of more than 1,000 land radio Pre spy : hom . ‘ 
Umer * petore the Los Angeles Adver- | items it had available. |tools and production items at In- | used " ioeeeke ddoaitalie dame 
:_ ‘ng Club last Tuesday. The corporation’s continued hes- | dianapolis. | Newark handles the account ys 75 il f ’ 
eS P Wit! very few exceptions,” he | itancy to disclose future ad plans On the Springfield lot, ads in 100 | . : ‘ mies trom any : 
A, ni ve never see double or |is believed to reflect continuing un-| dailies in 40 cities and 21 states | 
York, | ok deck roof panels so char- certainty % to what will be —_ |are Pipe to give small business |McCabe to Surplus Post other metropolitan city in 
of 5k teristic of outdoor advertising in| to whom. The Senate is currently | firms a chance to submit bids. On | omas Bayar McCabe, on 
prom he Eas! 3 holding committee hearings on dis- | the other, which he asserted will| leave of absence as chairman of NORTHWESTERN 
throufll He also praised the operators in | posal of machine tools and it plans | require more merchandising sup-|the Federal Reserve Bank of 
StartifMic area for having been among | to hold other hearings vn RFC-| port, there is a large newspaper | Philadelphia, and president of oO bs i oO 
Willalife first to show “enlightened self- |controlled surplus goods. |and trade publication drive, and|Scott Paper Company, Chester, 
t of tterest” by beautifying their lo- | 
ram, wilations with lawns and flowers. 
of mall Outdoor circulation has actually | 
1 each @ycreased since Pearl Harbor in 
the hiMhany southern California areas, 
Sports, Geissinger said. Because win- | 
bound fer driving here is not curtailed by | P , , iy 
ee distilkold weather, highway traffic nor- e@ All in all, the judges were in agreement that the 
100ls, cdlfmally averages about the same in vast majority of entries were pretty darn good ads. 
gency Fanuary as in July, it was pointed | At table after table splendid ads were put aside 
‘ew Yoilie: only because of some minor point. So, nobody 
a | whose entry was designed to be informative and 
, helpful to prospects and customers and was pertinent 
Spiegel Summer in its approach to the special job interest of those 
Bn Li customers— nobody whose ar — set - to _ 
Sa prospects buy intelligently, shou 
ppliane atalog ists | feel abashed if his nie failed 
20ns Lt to place among the winners.eo@ 
Sold Out Items | , . ‘ 
| 
| 


Order 
the 112 


THE WINNERS: 


Honor Awards: Cellulose Prod- 
ucts Department, Hercules Powder 
Co.; Frigidaire Division, General 
Motors Corp. 


DIVISION ONE (equipment and 
supplies): First Award: Nelson Spe- 
cialty Welding Equipment Corp. 
Merit Awards: Deepfreeze, Division 
of Motor Products Corp.; American 
Steel & Wire Co. 


DIVISION TWO (containers, pack- 
aging, operating supplies): First 
Award: Armstrong Cork Company, 
Glass and Closure Division; Merit 
Awards: Monsanto Chemical Co.; 
Lily Tulip Cup Corp. 


DIVISION THREE (fabricating 
parts, materials, etc.): First Award: 
Cellulose Products Department, 
Hercules Powder Co. Merit Awards: 
Edward Valve & Manufacturing Co.; 
B. F. Goodrich Co., Industrial Prod- 
ucts Division. 


DIVISION FOUR (primary and 
process materials): First Award: 
Lamport Company, Merit Awards: 
Carnegie-lIllinois Steel Corp.; B. F. 
Goodrich Co., Koroseal Division. 


DIVISION FIVE (construction ma- 
terials): First Award: Armstrong 
Cork Company, Building Materials 
Division. Merit Awards: National 
Lead Co.; Owens-Corning Fiberglas 
Corp. 


DIVISION SIX (merchandising): 
First Award: Frigidaire Division, 
General Motors Corp. Merit Awards: 
Fostoria Glass Co.; Independent 
Pneumatic Tool Co. 


To Print ‘Insulation’ 


Cantor Publishing Company, 
New York, will bring out in July 
€ initial issue of Insulation, a | 
ade publication devoted to heat 
Bernard Hill 


on the THIRD ANNUAL 
BUSINESS PAPER COMPETITION 


As sponsors of this annual competition, A.B.P. would like to express its appre- 
ciation to all concerned. 


And sound control. 
as been named managing editor. 
“ne company publishes Flooring. 


Agency Adds Office 


to serve its film accounts more 
eclively, Buchanan & Co. has 
venec’ a new Hollywood office at 
P98 Brighton Way, Beverly Hills. 
W. Singer, account execu- 
ll act as temporary head 
‘w office. The agency will 
to maintain offices in Los 


First, to the men behind the 536 entries received . . . copywriters, field researchers, 
ad-managers, agencies .. . all the men whose skill and labors contributed to such 
an outstanding array of informative, really useful business paper advertising. 


Our thanks, also, to the judges—production managers, purchasing agents, adver- 


tising agency men—who by their generous contribution of experience, time and 
effort made this competition possible. 


In any such contest, where it is impossible to measure quality with an exact yard- 


stick, decisions are difficult and discussions last far into the night regarding the 


relative merits of campaigns. A.B.P. believes that such discussions—such a spot- 
lighting of good business paper advertising is a healthy, desirable thing that will 
inevitably result in a keener awareness of the power of good copy based on readers’ 
needs ... an even higher standard of performance in the year ahead. 


With this thought in mind, the members of A.B.P. hope that 
you join them in anticipating next year’s contest by working 
now on the kind of copy that readers say they want—the kind 


that will make your investment in business paper advertising 


a highly profitable one. 


THE ASSOCIATED BUSINESS PAPERS _? 


205 EAST 42nd STREET. NEW YORK 17,N.Y. 


id over WFDF Flint we 


be workin’, didn't ye?” 


os 
Bos 
oy Ss 
a 7 
iS Saline 
PN 
Be yoa coe 
et a om, acs 
east os ad 
Ps 
wes oe 
Be > 
dy { 
ee 
zt? 
Pa, 
_ 
; ia ee 
ete 
st aa 
‘ee! -)lO—Fm 7 
Ps # eet g ee oe 7" 
ss ae 3 7 7 2 Be 5,' —— 7 
: F 2 PG Been: 
E — pe “eh bers 
ij ‘ LS Te AES B sf 
* af ce bis 4 > " mS) Rosia 
fm a a 4 7 <a i te - bi er . oa n ' a 
F Pee - : 8 ee ae Sy ee a i Bs 
* — fk aa a Oe el a: ‘? <= 
 —_—_—_~ a s  _2 _ 
. a , 8 Be ae ¥ : 
a He = ea. om ae ey ae 
a ae <¢ ee aa $ e ys 5 $4 ie B.) * P " ia om 
a v% . = a > 4g oy 5 a 3 haa 
a ah, re ele Peat a wea ; ee Ng 
— » a gs ee ——— ea 
: ee . “4 as 2 ae aoe aa ee 7 Dr a he fae 2S 
~ “— 2a aoe ef «46 Meee ee a, Ra ee a 
i pee 8 + a RR Bees cv gare o> peek eee el pend 
4 ba ee = /._ <3 ok ee ere er Se Breen 
‘ae — - ft ¥ he art RS ae ey eee 
eae, eg a call oi ae a be Fin: Yow eats oe ‘ oo! oe 
Sone: 4 aes a aes ay Pe ’ a 
hat Sai —— | ’ == as ceed ee ee tae iN 
Ba oe, #23 — | —. Go Se ere ; 
Ue ae — 3 A Be gs ‘UPR. Sees Fe Ta 4 
: a |) ll Ce ae i> ae \ 
| a a” 4 fa < 4 eS &. Se Sones? a \ 
kw ; gs oS 3 ents Ko. i Ss te 
ie | hk oe a E oe. és ES gay ea a —_ 
a ; a. oN SS : Ne Sea a ay 
: Agi : Rag Se Be "{ Sige es Pa 
7 ee 3 ee | Pes oA acest: 
it Se ee vo et aa0 . 
b th. “et ae 2: ee 
6 vis Ln eae: 
ee ie 
HW et 4 
Nite ie erty Ba 
= ian : 
| ee ee 
a | 
< Po — 
i “ea 
a 
— 
> ca - 
, i ny i cng Gees ; 
_. r ibe Cie 
= TZ we os 
= ig, 4 cere 
& : ' aie he i 
He 
; Y] tk x 
. Pike ee 
© , Vi) “—_- a 
mites: er 
4 ’ J \ eve 
; 1 \ - Ko . Le | a 32 
4. Y < SS Ta 
a. | Foo Sa 
og FT SMC) GPE oye Bs 
’ ; L_— \ 
{ 4 ~ = > P 5 
. " GP 
WE Zz SV: 3 
\( < , 
Ding Ss . 
wal WN " 
——————EEEees = 
; a? = 
ain 
e 
~~ 
a | 
Nes 5 
; 4 ™ a 
a * rs ‘ ‘ ’ : i@ Z p ell s 
¢ m J aoe . ¥ 


50 


|to collect 70% of 11,444,000 tons 
be waste paper estimated to be 
available. 


ANPA Cites Gains 

in Waste Paper | In 1944 the newspaper pulpwood 
|committee, headed by Walter M. 

and Pulpwood berg? Jersey City Journal, spent 


; $43,750 for advertising in small 
(Continued from Page 1) | town papers, for circulars, and for 
Monroe, Mich.; F. I. Ker, Spec-| war bonds as awards to stimulate 
tator, Hamilton, Ont.; William F.| pulpwood-cutting on farms in the 
Schmick, Baltimore Sun; Charles | East and South. These efforts were 
P. Manship, Baton Rouge State-| concentrated largely in New Eng- 
Times; B. N. Honea, Fort Worth | land and upstate New York. Aided 
Star-Telegram, and Mr. Noyes. iby pulpwood mills and govern- 

" " |ment agencies, receipts of domes- 

Give Substantial Help \tic pulpwood in these areas last 

By the end of 1945, Mr. Noyes orig Ban gn negro ge f+! gal than 
said, newspapers will have spent} 1m the same period 0 . 
more than $200.000 ‘to further | 
domestic pulpwood production.” | 
Work of the ANPA-sponsored US. | 
Victory Waste Paper Campaign|cism” of Canada’s newsprint pro- 
was largely responsible for the} duction, the ANPA presented “a 
fact that waste paper receipts for | factual statement” by Charles Vin- 
the week ended March 30 reached! ing, president of the Newsprint 
96.8% of the goal—the highest} Association of Canada: ‘‘Compared 
mark thus far achieved. _ |with the five prewar years of 

aoe Sigg | oad sr of | 1935-39, ot gp —" in- 
whic r. Friendly is chairman,|creases of wartime supply from 
helped to increase collections from | Canada have been: Pulpwood, in- 
38% of the nation’s total available|creased by 25%; pulp, increased 
for salvage in i to 42% in 1942,|by 88%; newsprint, increased by 
45% in 1943, and 56% in 1944. In|14%. Measured in cords of wood 
1945 the campaign is endeavoring|the above increases represent a 


Defends Canada Record 


Will These 
28,790 SMOKESTACKS 
Be on Your Sales Map? 


How many salesmen have you? 


How many accounts can they cover in one year? In five 
years? 


Will your map of their sales potentials be based on the 
size or the number of smokestacks? 


If you seek high unit potentials, examine the following 
breakdown of the active and worthwhile “smokestacks” 
covered by Dun’s Review: 


Size as indicated by Over $20M— Under All 
Dun & Brapsrreet ratings: $:25M $125M $20M = Other Total 
Manufacturers 15,180 6,883 1,518 5,209 28,790 


These figures represent a name-by-name check of the 
entire circulation; they are not the result of a projection 
of a sample. 


It is believed that the manufacturers in the $125,000-and- 
over bracket represent more than 85°% of the top-rated 
manufacturers of the country. In this group are con- 
centrated the major portion of industrial assets, buying 
power, number of employees, machines and equipment. 


Dun’s Review provides approach to these companies 
through the presidents and top executives who assure 
responsiveness either direct or by referral to the proper 
functionary in manufacturing, engineering, office, or 
purchasing. 

Why not coordinate your advertising coverage with the 
potentials of your sales map and the effective area of your 
selling manpower? 


manufacturers listed above, the magazine 
houses, exporters, importers); 


In addition to the 28,790 covers 


wholesalers (jobbers, mill supply 
portation, communication, utility and retail establishments; 4,213 
Circulation to such 


Detailed 


12,397 
6,191 tran 
banking, 


companics 


financial and 
through 20,666 presidents and 35,485 other executives 


insurance companies, clk 


breakdown on 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 8, N. Y. 


CLEVELAND 


request 


CHICAGO BOSTON LOS ANGELES SAN FRANCISCO 


With reference to “unjust criti- | 


i on x Be 


NEW ANPA HEAD—William G. 
Chandler, Scripps-Howard Newspapers, 
right, new ANPA president, chats with 
Allen Billingsley, president of Fuller & 
Smith & Ross, and former Four A's 
chairman. This photograph was taken 
at a Cleveland Ad Club celebration. 


7. 99 


combined total increase of 33%. 

Groups representing Mr. Vin- 
ing’s association and the ANPA 
will meet early in June to see if 
newsprint of 30-pound weight (as 
compared with the generally used 
32-pound) “may be again avail- 
able.” Such paper would provide 
634% more surface print for the 
same total weight. 

In the last year ANPA member- 
ship has increased from 664 to 
the record total of 740. These 
newspapers represent 87% of the 
total United States’ daily circu- 
lation. The ANPA now recognizes 
631 advertising agencies, as com- 
pared with 600 a year ago. 


‘Journal’ Names Callis 


T. E. Callis, who has been a 
member of the national advertis- 
ing sales staff of the Wall Street 
Journal, New York, has been ap- 
pointed advertising manager. John 
J. Doyle has joined the advertis- 
ing sales staff. 


McKinney Drops Account 

Effective July 1, Harris D. Mc- 
Kinney Advertising, Philadelphia, 
will resign the account of Roller- 
Smith Company, Bethlehem, Pa., 
maker of electrical instruments. 


FTC Complaint 
Assails Philco’s 
Prewar Ad Copy 


Washington, April 25. — The 
Federal Trade Commission has 
charged that advertising of Philco 
Corporation and Philco Radio & 
Television Corporation exagger- 
ated the power of their sets to 
pick up foreign broadcasts and 
misrepresented the number of 
tubes in the sets. 

The complaint was filed, FTC 
spokesmen said, in hopes of win- 
ning a _ stipulation that alleged 
misrepresentations in prewar ad- 
vertising will not be repeated 
when postwar production of home 
sets is resumed. All radio com- 
panies are now producing exclu- 
sively for the armed forces and 
are not advertising sets for cur- 
rent sale. 


Non-Functioning Tubes 


Philco newspaper, magazine and 
other advertising, the FTC 
charges, stated that Philco sets 
were equipped with from 5 to 12 
“fully functioning tubes and will 
bring in broadcasts from European 
stations five times easier, stronger 
and clearer than sets not so 
equipped.”’ The complaint declares 
that the sets contained one or 
more “ballast, non-functioning 
tuning beacon tubes or rectifier 
tubes which do not perform any 
recognized and customary func- 
tion of a radio tube. . .” Claims of 
foreign reception likewise were 
challenged. 

Postwar V-E Day production of 
home radio sets by the industry 
is to be discussed at a meeting 
here Monday of the WPB radio 
and radar industry advisory com- 
mittee. Louis J. Chatton, director 
of the WPB division, believes 
that production will not be cut 
back more than 10% during the 
first six months after victory in 
Europe. As civilian production is 


|stepped up, equipment 


Advertising Age, Apri 


r polig 


cars, air and rail transp rt etd 


will come first. 


Philco Names Loveman 
Head of Video Division 


Ernest B. Loveman, \ 
dent of Hutchins Advertic;, 
Company, Philadelphia, her 
he has been in charge of 4 
Philco Radio & Television ¢ 
ration account, has bee 
vice-president of Philco’ 
created television broadca 
vision. 

Advertising manager 0; 
from 1928 to 1942, Mr. I, 
will direct all Philco teley 
tion, broadcasting and ty 
activities, including WPTZ. Phi 
delphia, and the recently-inayg 
rated video network linking Wace) 
ington with Philadelphia.  Phjjo 
also has applications on file wi 
the FCC for commercial station 
in New York and Washington. 


Appoints MacCarthy 
Major Oswald MacCarthy, why 
has been handling special assigy 
ments for the Army Signal Corp; 
has gone on inactive duty and hg 
been appointed eastern sales ma) 
ager in New York for the Proct 
Electric Company, Philadelphia 
He has been in the electrical 
pliance field for 16 years, 


~presi 
r+} 


Dillon Leaves ‘Tribune’ 
Tom Dillon, editor-in-chief 
the Minneapolis Morning Tribund 


will resign that position May 3 In the 
after exactly 25 years with th@mphows w 
paper as managing editor r spec 
editor-in-chief. He will live igggity’s nor 
Oakland, Cal. nen, ph 
eeeereeerteenetenincaiees nts and 
Woodward to Sales Post iP" =" 
William W. Woodward, former “geet 
with Darling Valve & Mfg. Comff@hore are 

pany, Williamsport, Pa., has joined ai 
Allen Mfg. Company, Hartford W. 
Conn., manufacturer of hex-socke Meanw 
screws and dowel pins, as assistan{earns tl 
| sales manager. isements 
Advertisi 


rail 
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pol . masthead as regular editions, is|RCA’s international division and 

at = ilers a ute datelined New York, and contains|Schenley Distillers Corporation 
Qld 


| 


nited Nations 
onfab with Ads 


ntinued from Page 1) 
ma Wine Company, with 
b “welcome to the men of peace,” 
bc\ Communications, All Ameri- 
an Cables & Radio, Inc., and Gen- 
PhiloffM&.,] Cable Corporation. 
OWI Poster Used 
‘work Foster & Kleiser Company, lead- 
Philall—ing Pacific outdoor plant operator, 
inaugymbas covered 216 of its 24-sheet 


ere KR 


Washimanels in the Bay area with the 
Philp W1 poster, displayed nationally 
le witkggome time ago, depicting a row 


tation? cannon, each vividly painted 
ston, with a different flag of the United 


‘ations, signifying the unity of 
y urpose of all. 
A Foster & Kleiser is making its 
‘Y, Wifecular contribution of 36 of the 
= nels, and 44 of its customers 
mr. ave agreed to sponsor from one 
sap 10 of the OWI posters for a 
i: month. 
Proct The New York Post, as pre- 
delph 4M ously reported, is printing a spe- 
Cal apaha] parley edition here for the 
onference, and the New York 
' Jerald Tribune and Times are air 
ine xpressing limited numbers of 


chief apers to the city each day, for 


‘all features except comics and_| 
| classified ads. 
Page Rate Is $200 
The 21 advertisers, of whom) 


seven are not regular Post clients, 
are paying $200 per page as com- 
pared to the $500 page rate paid 
for New York circulation. Of the 
21, seven are from the publish- 
ing field, four are networks or 
communications groups, two are 
perfumers, two are local San 
Francisco clients (a bank and a 
department store), with the re- 
mainder miscellaneous. 
International Latex Corporation, 
New York, has signed for the larg- 
est number of insertions—eight— 
followed by six each for the 
Crocker Bank of San Francisco 
and Curtis Publishing Company 
for The Saturday Evening Post. 


| three 


have signed for five ads each, and | 
|Reader’s Digest and Pinaud, Inc., 


|New York perfumer, will appear 
times. Others are taking 
|two ads or one-time shots. 


Also Doubleday, Doran 


In addition, the group includes 
Doubleday, Doran & Co., Henry 
Holt & Co., Tide, Fairchild Pub- 
| lications, American Mercury, CBS, 
RCA Communications, NBC, Coty, 
Inc., Liebes Store of San Fran- 
cisco, Electronic Corporation of 
America, International Business 
Machines, General Motors Corpo- 
ration and Western Pacific Rail- 
road. 

Editorial material is being pre- 
|pared by staff members sent to 


iney, managing editor. The 


week special edition will require 
approximately 10 tons of news- 
print, which is being taken from | 
the regular Post quota. The op- 
eration is “temporary for the pres- | 


ent,” Post officials say, although | 
the paper has long been inter- | 


ested in expansion to the West 
Coast. 


Collier Ups Smith 


Ralph G. Smith, vice-president | 
of P. F. Collier & Sons Corpora- 
tion, New York, for more than 30 
years, has been elected president, 
succeeding the late William P. 
Larkin. Dean Stephens, formerly | 
sales manager, becomes vice-presi- 
dent. 


Boylan to Metropolitan 


| the coast and operating from there | 
| under the direction of Paul Tier- | 
six- | 


Lee Boylan, formerly with the 
sales staff of Parade Publications, 


51 


Inc., has joined Metropolitan Sun- 
day Newspapers, Inc., both of De- 
troit, in a similar capacity. He 
will handle gravure and comic ad- 
vertising. 


Driscoll Joins Koppe 
Howard William Driscoll, re- 
cently with the U. S. Naval Re- 


‘serve, and formerly an executive 


with the National Food Distribu- 
tors Association, has joined S. S. 
Koppe & Co., New York, foreign 
publications representative, as 
sales manager. 


May Promote Ice Cream 

Efforts are being made by dairy 
and allied groups in Great Britain 
to raise a $2,000,000 fund with 
which to advertise ice cream. Ice 
cream has not been recognized in 
Britain as an essential food for the 
war period. 


To report the San Francisco Conference to the most people 


Tribundmne benefit of delegates. 
May 348 In the radio field, a number of 
vith tha@phows were moved to this locale 
tor ar r special broadcasts, and the 
live iq@™@gity’s normal complement of news- 
nen, photographers, correspond- | 
nts and political analysts is so 
Post badly swollen that some wit has 
‘ieee lecided there are now more talk- 
" Ci es and writers in the area than 
 joinemnere are listeners and readers. 
{artford WAC Series Readied 
x-socke Meanwhile, ADVERTISING AGE 
assistan@@Mearns that the series of adver- 


isments developed by the War 
Advertising Council which urges 
he public to acquaint itself more 
uly with the issues involved in 
leveloping a lasting peace, has not 
et been completed. It will be 
eadied within the next few days, 
however, and will be distributed 
gia asia for local sponsor- 
hip. 
Reports that Ford Motor Com- 
any would run this or a similar 
eres nationally have proved too 
plimistic. It is reported that the 
eriles was shown to Ford and 
lven some consideration there, 
ut the company finally decided 
lot to undertake its publication. 
_A large space advertisement by 
United Distillers Ltd., Vancouver 
ind Grimsby, Canada, titled “Sa- 
ule to San Francisco,” and with 
py keyed to the opening of the 
onference, has been placed in all 
San Francisco dailies as well as in 
Pewspapers in major Canadian 
Files from Victoria, B. C. to Mon- 
weal. J. J. Gibbons Ltd., Van- 
Ouver, is the agency. 


i yee! ADVERTISERS 

SE S. F. EDITION 
| New York. April 26.—The New 
fork Post which is publishing a 
_ clic Conference edition for the 
uration of the San Francisco 
Vnited Nations Conference—esti- 


= 


5 on Page insertions. 
Starting April 23, 4,000 daily 


aled at six weeks —has signed 
] a) ° , . ic } 
advertisers for a total of 


10 cents each are being 


THU 


UTUAL MAKES THE MOST OF 
A GREAT RADIO ASSET... 


* } customers . . 


- = ee for the Post by Lederer, 
ih ow « Zeus, Berkeley, Cal., for | 
1... 4on in hotels and other 
T ‘... /8 Which delegates are 
, Sly ‘oO meet. Limited to 16 
ai “Be ne paper carries the same 
E — 
SELLING NEW HAVEN'S 
— 
r WAR WORKERS 
om nal-Courier goes into war plants 
4 ousands daily — each copy read 
i and passed on from shift to 
a each copy working 24 hours daily 
ieee you coverage of today's best- 


. 100,000 readers 


/ ‘ te THE * & 
<W HAVEN, CONN. 
/URNAL-COURIER 


Ls wer Fc ow SU 
ra 


One of radio’s greatest assets is its ability to keep 
regular appointments with millions of listeners at 
fixed hours, day after day. This consistency is 
what builds tune-in habits and helps explain the 
medium’s effectiveness. 

Mutual is putting this asset to work in its 
coverage of the World Security Conference in San 


Francisco, starting April 25. To present this 


history-in-the-making as a regular program fea- 
ture, rather than a random-scheduled ‘‘special 
event’’, we have cleared the 9:15-9:30 period, five 
nights a week, for the duration of the Conference. 

Five nights a week, in the heart of the nation’s 


radio evening, Mutual’s Conference Highlights 


will immediately follow Gabriel Heatter, who 


consistently musters the nation’s largest news au- 


diences at the Mutual point on the dial. 


Direct to conference 


headquarters in San 


Francisco, Mutual has sent a complete staff of 


ace analysts, including Leo Cherne, Upton Close, 
Arthur Gaeth, Alexander Griffin, Royal Arch 
Gunnison, William Hillman, Charles Hodges, 
Elsa Maxwell, and Edgar Ansel Mowrer. 

We believe this regular Conference program- 


ming... plus other planned features and flash 


news as it occurs... will enable us to keep an all- 


important appointment with a maximum number 


of American listeners. 
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AT&T Sets Billion 
Dollar Goal for 
Postwar Spending 


National Dairy, Others 
Plan Extensive Plant, 
Equipment Additions 


Chicago, April 25.— A proposed 
expenditure of at least one billion 
dollars by American Telephone & 
Telegraph Company gave a healthy 
boost this week to the amount 
American industry intends to 
spend on new plants and equip- 
ment after the war. 

AT&T’s figure alone equals the 
sums recently set by two other 
giant companies—General Motors 
and U. S. Steel—each of which 
has announced it will invest $500,- 
000,000 in replacements, improve- 
ments and additions to existing 


plants and facilities. 

With 1,800,000 applications for 
/telephone service unfilled because 
\of the lack of facilities; AT&T 
| will need a billion dollars or more 
iin new equipment ‘quickly,’ 
stockholders were told in New 
| York last week by Walter S. Gif- 
|ford, president. 


Service Almost Doubled 


| 

Central office equipment is the 
/most serious present shortage, he 
said, but it cannot be produced 
and installed quickly. Providing 
all the service needed, he added, 
will take ‘a relatively long time.” 
The company now has more than 
21,500,000 telephones in service, 
compared with 11,168,000 two 
decades ago. 

AT&T plans a vast rural phone 
expansion after the war, when 
it hopes to provide 1,000,000 addi- 
tional rural telephones, doubling 
the number of farms serviced by 
the company. Surveys have al- 
ready been started on this project, 
which will take from three to five 
years after men and materials be- 
come available. The company es- 
timates that 80% of rural families 
live near enough to existing lines 


— li 


| SO that special construction costs 
can be avoided, while the remain- 
ing 20% can be reached by newly- 
developed techniques. 


National Dairy Sets Estimate 


National Dairy Products Cor- 
poration will spend from $50,000,- 
000 to $75,000,000 during the first 
five years after the war for new 
plants, equipment and trucks, L. A. 
Van Bomel, president, estimated 
at the stockholders’ annual meet- 
ing in New York last week. In- 
cluded on the purchase list are 
10,000 trucks and 50,000 refrigera- 
tor cabinets to be used in serving 
“more customers more efficiently 
than ever before.” 

Until the war is over, Mr. Van 
Bomel forecast, civilian supplies 
of the company’s products, par- 
ticularly butter and cheese, will 
continue to be greatly reduced. 
He reported over-all sales for the 
first quarter of 1945 slightly ahead 
of those for the similar quarter 
of °44. 

New products, new markets and 
new jobs are essentials in the post- 
war planning of The Borden Com- 
pany, a considerable amount of 


whose products is still going to 
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Advertisers in HOSPITAL MANAGEMENT get 
results promptly because in addition to very deep 
penetration into the administrative structure of 
hospitals our total net paid hospital circulation of 
5,629 subscriptions supplies very thorough cover- 


age of the 6,655 hospitals 
American Medical 
others not recognized. 


And, the near-doubling of our circulation in the 
last four and one-half years is proof of high type 
of editorial performance which is winning new 


readers every month. 


Coverage, penetration, and 


readers are factors which can be applied to the | 
sale of your products in this market. Why not [a> 
get complete details at once? No obligation. I 
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100 E. OHIO STREET, CHICAGO 11 


|“customers in uniform.” Stock- 
holders were advised in Borden’s 
|/recent annual report that the firm 
/now has a special contingency re- 
|serve exceeding $11,000,000 — to 
|meet exigencies of the war and 
_ postwar adjustments—and has set 
j}aside a total of $2,500,000 as a 
reserve for deferred repairs and 
maintenance, 


Sales at Record Level 


Sales during 1944 hit a new 
peak, $410,000,000, compared with 
$371,000,000 in 1943, with net in- 
;come amounting to almost $10,- 
000,000. While setting no actual 
figure for the expenditures, Bor- 
|den plans many necessary and im- 
portant projects, “involving sub- 
stantial capital expenditures,” 
when government restrictions on 
| building and construction are re- 
laxed. It adds that postwar prob- 
lems have already been carefully 
studied by executives of each di- 
vision, and plans are being laid 
for future expansion and devel- 
opment. 

To keep in closer touch with 
its family of stockholders, Borden 
last summer launched a “continu- 
ing study of company ownership,” 
asking new shareholders to return 
unsigned questionnaires. Tabula- 
tion of answers helps give an over- 
all picture of the company owners 
and the information they seek 
from management. 

Johns-Manville Corporation has 
established a fund of more than 
$14,000,000 for deferred expendi- 
tures in company-wide improve- 
ment and expansion, Lewis H. 
Brown, president, advised stock- 
|holders this week. The firm in- 
|tends to go into peacetime mar- 


BAR ACHIEVEMENT — Rober: Da, 
(left}, chairman of the New Yo, 
Criminal Courts Bar Association. pre 
sents an achievement award on beha 
of the association's board of directors 
to Jay Jostyn, who handles the til, 
role on "Mr. District Attorney,” NRG 
program sponsored by Bristol-Myerg 
Co., New York. Lee H. Bristol, vice 
president of B-M, watches the presen 
tation, made on the program's fit 
anniversary under B-M _ sponsorship 
Agency is Doherty, Clifford & Shep 
field, New York. 


Ads Back Living 
War Memorials 


Columbus, O., April 26.—Thé 
movement for “living war mem 
rials’ consisting of playgrounds 
athletic and recreational facili 


kets with new and improved prod-|ties, instead of monuments an; 


| ucts, such as a new asbestos paper 
|which can be made as thin as 


|cigaret paper and yet retain its! Inc., 


statues, is being given direct sy 


port by MacGregor-Goldsmith 
sports equipment maker 


|efficiency as an insulation ma-| with a series of ads already run 


| terial. 


Johns-Manville expects to em- 


| ploy about 15,000 persons between | 


V-E Day and 1948, about one- 
third more than its prewar per- 
}sonnel, Mr. Brown said. While 
construction prospects for the next 
|year or two are uncertain, he 
| said, 1,000,000 new homes a year 
}is a reasonable goal for the in- 
dustry when it gets into high gear. 
Grant Sales at Peak 


W. T. Grant Company, reporting 
|record sales of $175,000,000 for the 
|year ended Jan. 31, 1945, com- 
| pared with $163,000,000 in the pre- 

vious year, is advancing its plans 


for the postwar period. The chain| 


has acquired a store location in 
| Philadelphia which will provide 
|an establishment larger than any 
|existing Grant store, and a num- 
ber of other locations have been 
purchased or leased for new stores 


‘or enlargement of existing stores. | 


|At the end of the year, Grant 
was operating 490 stores in 39 
| states, having closed three units 
|during the year. 

Caterpillar Tractor Company, 
'whose 1944 sales also hit a new 
high, $246,000,000 as compared 
| with $174,000,000 in 1943, is de- 


| veloping a replacement and mod-| 


|ernization program which it es- 
timates will cost approximately 
| $7,000,000. Optimistic regarding 
ithe future, the company has al- 
| ready announced it will add earth- 
moving equipment to its line of 
tractors and engines, and it looks 
forward to an extensive market 
for Diesel engines and electric 
sets. 


ning in media directed to sport 
leaders and civic-minded citizens 
The ads are uniform in treat 


iment, with photographs of peopl 


in the foreground and _ abstr: 
conceptions of recreational facili 


| ties in the background, and cop; 
of a conversational nature stress 


ing the community advantages 


| “iiving war memorials.” 


Readers are urged to write t 
George M. Trautman, chairman 
American Commission for Livi! 
| War Memorials, 30 E. Broad St, 
|Columbus 15, for additional i 
formation. Each advertisemé 
identifies MacGregor-Goldsmith 
a maker of sports equipment, bu 
does not mention products, a! 
also identifies the company as 
member of the Athletic Institut 
“a non-profit organization ded 
‘cated to the advancement of na 
| tional physical fitness.” 


| 


‘Bangs Joins BBDO 


Don M. Bangs, recently will 
| the Biow Company, San Francis 
and formerly assistant publish 
|of Pathfinder, has joined the mé 
keting and research departmen 
lof Batten, Barton, Durstine & US 
| born, Los Angeles. 


Calvert Boosts Froelich 


Myron Froelich, New York-New 
|England division manager of Cé! 
ivert Distillers Corporat na 
been appointed assistant ene! 


sales manager. He joined the L 
| Angeles sales staff in 1940 , 
later promoted to state nage 
of the Massachusetts di\ n. 


Webb 
human qualities 
advertising successful 


The Diary of an Ad Man, by 
Young captures the elusive 
which make g suct l 
When the material in this book first began to 
pp veek by week, in Advertising Age, the 
r response was ‘or this is a book 
hout advertising nd bhusiness—and life lif 
ferent from any other ever published. In it one 
f the trys best known advertising men has 
or eighteen months, what 
and read. And put 


James 


r words, such wit 
you want to read and 
ighout your life! 

s widely known, has had 
many men long for He 
hoy and became one of the 

advertising copywriters 
and idea mer Later he headed the Bureau of 
‘ Ihomestic Commerce in Washington 
the University of Chicago He 

| 


il ever the world for business an 


NEW BOOK 
PUTS SA\T 
ON THE T. 'L 
OF 
ADVERTIS! \G 


The Diary of an Ad Man brings 
tillation of his experience, and of t 


} il 

in the business life of eur day 

that will inspire you and excite y 

make you chuckle i make you 
r usal 


pay you dividends in j 


ile idea 


with advertising—or hopes t 
he will relish both its contents ar 
format. So I make you this offer: Se 
order for a copy of The Diary of ® 
today, and if you are not satisfie 
worth all I say, I will refund your 
out question The price is $3 per 
paid Send for it now. G 
Publisher, Advertising Age, 
Chicag ll, Ill 
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rising Age, April 30, 1945 


{rt Directors 
lub Names ‘45 
yhibit Winners 


Chicazo, April 27.—Winners of 
2 1945 exhibition of advertising 
conducted by the Art Directors 
fyb of Chicago will be announced 
Fnday at a luncheon in the 
jmer House with presentation 
Fawarcs to be made by Harold 
Bjsen, art director of Batten, 
arton, Durstine & Osborn and 
besident of the club. 

Medal and merit awards will be 
esented in nine classifications. 
even Dohanos, well known illus- 
ator and one of the 1945 medal 
inners, Will be guest of honor at 
ne luncheon. 

As a special tribute, club mem- 
prs Will present a gold medal 
vard to S. DeWitt Clough, presi- 
pnt of Abbott Laboratories, Chi- 


rt Dar 
ew Yor 
ion Pre 


n behal 


*'rectorsfoo, for his efforts to stimulate 
the tit. advancement of art in adver- 
y NBC ing. 

tol-Myerg a 


To Go on Exhibit 


tol, vice 


> presen Original art of all the medal 
m's fiftiillfinners is to be shown during the 
nsorshipiimncheon. Kenneth White, art di- 
& Sherfbctor of Foote, Cone & Belding, 


iq chairman of the exhibition 
mmittee, announced that the 
nplete exhibition will be shown 
the Art Institute from May 1 
rough May 30. 

Following is a list of the medal 
inners: 

Mass magazines, illustrations: 
rtist, Stevan Dohanos; art direc- 
r, Paul Smith; agency, D’Arcy 
dvertising Company; advertiser, 
co-Cola Company. 
magazines, photography: | 
hotographer, H. I. Williams, art 
rector, John E. Olson; agency, 
eo Burnett Company; advertiser, 
merican Meat Institute. 

Business papers: Artist and art 
rector, Joe Feher; advertiser, 
ollins,, Miller & Hutchings. 


Mandel Ad Wins 


Newspapers, illustrations: Artist, 
large Steinhardt; art director, 
elly Bird; advertiser, Mandel 
rothers. 

Newspapers, photography: Pho- 
grapher, Arthur Dailey; studio, 
aufman & Fabry; art director, M. 
‘klemian; produced by Montgom- 
ry Ward & Co. 

tiseme Posters: Artist, Haddon Sund- 
smith m;art director, Harry Lambert; 
ent, buf™ency, D’Arcy Advertising Com- 
‘ts, and@kny; advertiser, Coca-Cola Com- 
ny as any. 

Direct mail catalogs: Artist and 
tdirector, Howard A. Guernsey; 
duced by Whitaker Christensen 
tudios; advertiser, Transconti- 
ntal & Western Air. 

Victory art: Artist, Haddon 
ndblom; art director, Fred 
ly WI“G@@ulton; agency, J. Walter Thomp- 
bree n Company; advertiser, Swift & 
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Design of complete advertise- 
bent: Artist, Bea Johnson; art di- 
pctlor, Frances Owen; advertiser, 
arshall Field & Co. 


artmen 


( & Os 


@ewis Succeeds Otto As 
it Cal ead of Export Group 


» Mf iarley B. Lewis, manager of 
ene’ Kolynos division, Home Prod- 
's International Ltd., New York, 
deen elected president of the 
ort Advertising Association, 
si feding Robert H. Otto, vice- 
esident of Export Advertising 
New vice-president of 
is William J. Reilly, ad- 
manager, international 
RCA Victor’ division, 
A, iden. 
iL Art A. Kron, Gotham Ad- 
Sl} Company, was named 
and Walter B. Bickford, 
rade and Shipper, be- 
‘etary. All four of the 
rs have been named 


Sportswear Order 
Lifted by WPB 


Los Angeles, April 26.—West 
Coast sportswear manufacturers 


|have been advised by WPB offi- | 


cials here that they have won their 
battle against a WPB order calling 
for curtailment of sportswear pro- 
duction. 

The revision will allow sports- 
wear makers to make slacks and 
separate coats for women, and 
wool jackets and rayon shirts for 
men, provided the articles sell at 
medium or low prices. 

Sportswear manufacture is high- 
ly concentrated in this area. Re- 
vision of the order followed local 
WPB officials’ advice to Washing- 
ton that thousands of employes in 
war plants in southern areas have 
adopted slacks as more or less 
uniform garb. 


Appoints B&B 

Sundial Shoe Company, Man- 
chester, N. H., has appointed Bad- 
ger & Browning, Boston, to handle 
its expanded advertising. 


‘BRADFORD REYNOLDS 

Wiehita, Kan., April 26.—Brad- 
ford J. Reynolds, with the Chi- 
| cago office of Collier’s for 18 years, 


| New 


| the last six as western manager, | 


EARL J. COOPER 


|died here yesterday of a heart at- 
'tack, while on a _ business trip. 


|Mr. Reynolds, who was 53, had 


charter member and former presi- 
dent of the Art Directors’ Club of 
York and a member of the 
Pictorial Photographers of Amer- 
1Ca, 


Chicago, April 25. Earl J. 


spent his entire business life in | Cooper, 51, live stock advertising 
|advertising, having been with/|representative of Curtis Publish- 
'Critchfield & Co. and Capper Pub-|i"§ Company for 14 years, and 


Collier. 
Funeral services will 
in Beverly Hills April 28. 


be held 


GUY GAYLER CLARK 


Montclair, N. J., April 24.—Guy 
Gayler Clark, 62, commercial art 
specialist and former art director 
of several New York agencies, died 
April 17 at his home here. Mr. 
Clark, professor of fine arts and 
dean of the Cooper Union Art 
School, New York, at the time of 


Inc., as vice-president and art di- 
rector in 1914, continued with the 
|agency until 1930, and later be- 
comme art director of Calkins & 


| Holden, Blackman Ross & Co., and 
| Otis H. Kean, Inc. He was a 


his death, joined Street & Finney, | 


| 


lications before joining Crowell-|an internationally known author- 


ity on live stock, died at his 
Evanston home today. Before 


| joining Curtis, 
|director of the agricultural short 
|course at the University of Wis- 


53 


Mr. Cooper was 


consin, and extension director of 
the Holstein-Friesian Association. 


Brown Succeeds Elvins 
Harold B. Brown, formerly as- 
sistant advertising manager, has 
been appointed advertising man- 
ager of Imperial Life Assurance 
Company, Toronto, succeeding 
Clifford Elvins, who is retiring 
after 33 years in that position. 


400,000 Negro 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


- “areoeed CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
opulation is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 BE Wacker Drive 


att rd, a 
pe vie "fairfax (Mo-), 


Exchange — 


tors, their terms to ex- 
30, 1948. 


Pushes Job Theme | 
WMAQ, Chicago NBC 

launched a _ vigorous 

f announcements point- 

e necessity for staying | 

‘ant jobs after V-E Day. | 
Ray, news and _ special 
nager of the NBC cen- 

iL on, says five-sixths of 
* “by €a war plants have re- 
ey will operate on V-E 


bir 


your 
Man 


ad 


President 


Left to right: Harry Emrick, asst. cashier; J. E. Hunter, cattle feeder; Roy Whitford, President 


Naturally, Mr. Whitford, most of the subscribers of Capper’s 
Farmer at Fairfax, Missouri, are valued customers at your 
bank. That is true wherever there are banks and wherever 
there are subscribers to Capper’s Farmer. 


There is good reason for this. Capper’s Farmer is edited 
for the practical farmer who is ambitious to make money. 
The articles in it tell “Show to do it’; and “why” it is more 
profitable to do it that way. Practically every article in it is 
based on the experience of some good farmer. It is this down- 
to-earth view-point that builds confidence among its readers— 
confidence that carries over to the advertising columns. More 
than 1,200,000 families in the rich farmlands of mid-America 
read Capper’s Farmer. 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 
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says here.... 


Jimmy's friend is reading from The CHICAGO 
TIMES Air Cadet Corps column—the authoritative 
source of model plane information for so many Chi- 


cago youngsters, 


More than 50,000 boys and girls—an enrollment far 
surpassing any newspaper air organization anywhere 
comprise The TIMES Air Cadet Corps. Members 


not only learn how to design and build model planes 


CHICAGO'S MODERN 


hut also apply themselves to aviation home study 
courses provided by The TIMES. 


Carefully conducted departments for young people 
help to make The TIMES a home-going newspaper 
with well-rounded family appeal.. Upwards of 440,- 
000 Chicago families buy The TIMES daily, more 
than 100.000 of whom have the paper delivered di- 
rectly to their home every evening. 


FAMILY NEWSPAPER 


THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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b4OTOGRAPHIC 
REVIEW OF 
THE WEEK 


FOR THE 7TH—The Mount Rushmore 

Memorial illustrates this 7th War: Loan 

copy which will appear in national 

magazines under sponsorship of Elec- 
tric Auto-Lite Co., Toledo. 
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RACINE IS MY HOME 


Pacts sing sn tents 6 fins ee 
tot enone sage Nae tee 


ona 
Frome coe poent ot -mmnage, bers take © Seok wt 
2 teosro: aene Racine 


Pectise —Dtathece Wrxcomor ie the eroies 
ae Lobes wad Maile tec abating ond sii ng 


: PICTURE DOMINATES—Selling copy is dispensed with in favor of product 
AP, Bhd and wearer in this full-page Vanity Fair Mills copy, which is appearing in 
Penaina dar May Wowne current issues of national magazines. 


Pee eC REPU CROC eRe eee eee eee eee eee 


COMMUNITY BOOST—This is one of 
a series of ads placed by the Manu- 
facturers' Association of Racine to 
publicize the achievements and oppor- 
tunities of the Wisconsin community. 
The series was prepared by Western 
Advertising Agency. 


TO 1.335,000 KALAMAZOO USERS 


STORE TO DOOR'—These scenes show how the ‘store to door—on wheels’ “Keg om |leating™ 
system of Associated Food Distributors, San Francisco, will work. Above, a : eal sine 
60-ft. truck and trailer “corner grocery" is parked at a residential intersec- bo arn eae 
tion, while its crew services nearby homes. The lower picture shows a district Seek wai os 

store, which has a sales and display area, a small auditorium for consumer bi. 


educational features, and a storage section for servicing the trucks each night. 
(Story on Page 24.) 


CARE SAVES WEAR- stew ce mate poor Ratemance tau longer 


~ ters wemoee 


oe oman mm me 


\ Kalamazoo 
Direct w ¥ 


m— 2a>- 
fone abs Eo 


Home for good now, 
4 


my sweet, ’ 
Vy leg’s not so good WINS AWARD—The 1944 Charles S. CHANGE-OVER—In the national magazine copy at the left, Kalamazoo 
...never will be again. Welch memorial award, given annually Stove and Furnace Co. slants its new logotype across the center of the ad. 
But 1 wouldn't by the Toilet Goods Association in Its discarded slogan—''A Kalamazoo Direct to You''—is shown at the bottom 
i ie ae ae memory of its first executive secretary of the adjoining ad, which was run in 1942. Fulton, Morrissey Co., Chicago, 


and manager, has been won by Prince is the agency. (Story on Page 28.) 
Matchabelli, Inc., New York, for pack- 
aging of Duchess of York cosmetics. 


if it weren't for that 
swell Army nurse 


«her cool, smooth, The designs were styled by Morse 
capable hands, International, Matchabelli agency, 
under the direction of James Sawyer. 
tee sa camera Herald cals Tribune awe 
: Ist Fights for Last Mile to Frankfurt Road, 
: , td Destroys Foes Voxclle- Edge Triangle 
Ms ot ‘ ad vou att ante és os 
97 ovt of 100 of cur wounded wt 


whe ore treated ore saved, (huey 
Owut ‘ : 


et # 
THE ARMY NEEDS NURSES...URGENTLY...NOW! 
ALL WOMEN CAN HELP! 
Wy ate & greduste regutcre!d werse—joim the Army Red (ves Nurse’* Aid Hewe Nursing Course 
i, ae inte Sion The oi 
. ' ne 7 wre L 
2 L: % 
—_* . Or cotter 
AIDS NURSE RECRUITMENT—Andrew Jergens Co., Cincinnati, is running STARTER—This color page launches AYER WINNERS—At the left is Page | of the New York Herald Tribune, 
-page color ad in the May 26 issue of The Saturday Evening Post, one of |. B. Kleinert Rubber Co.'s three-time winner, and now holder, of the F. Wayland Ayer cup in the |5th 
re arries a coupon for those interested in helping the Nurse Corps. A largest spring campaigns in several annual Exhibition of Newspaper Typography sponsored by N. W. Ayer & Son, 
w ury soap page scheduled for Life, May 7, appealing for Army Nurse years, with full pages appearing in Philadelphia. At right, first honorable mentions went to Iron Mountain News, 
~o' recruits, features camera shots from the European and Pacific war May and June in 15 national maga- Iron Mountain Mich. for papers of 10,000 to 50,000 circulation; Morristown 
thes or Advertising of both Woodbury soap and Jergens lotion is handled zines. Federal Advertising Agency, Daily Record, Morristown, N. J., for papers of less than 10,000 circulation, and 
by Lennen & Mitchell, New York, New York, is in charge. Christian Science Monitor, for papers of more than 50,000. 
_ ; 
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Marines push into Guadaleanal’s Matanikau Valley. Sicilians freed from the Nazi yoke read about un- “Joe is Home Now” was Hersey’s realistic acc |" 
John Hersey was the only reporter to go with them, heard-of liberties allowed them as the Americans LIFE of the homecoming of a wounded U.S." A 
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